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FINE RARE FOODS xg 


DELIVERED DIRECT TO YOUR 


FRIENDS, CUSTOMERS, EMPLOYEES 


' AGE BOY OR PRESIDENT, Secretary or Sales Manager, everyone loves 
“p good things to eat. Thrill and compliment your friends this 

( Christmas with gifts of fine, rare foods from The Epicures’ Club. 
Beautifully designed and expertly packaged, these are gifts you can be 
proud to send everyone on your list, inc luding the “have everythings” who are 
so hard to shop for. 

And it’s fun to shop this easy way. Simply send us your list on your 
letterhead. Tell us what gifts you want, where you want them sent and how 
you want the gift cards signed. We'll do the rest. Your gifts will be beautifully 
packed and wrapped, we'll inscribe your name on handsome gift cards 
(which we furnish) and schedule shipment direct to your friends, to arrive 
shortly before the holiday. 

We know these foods and we have found them exceptional. We think you 
will find they make exceptional gifts. Needless to say, everything sold by 
The Epicures’ Club is unconditionally guaranteed. 

Prices include shipping charges within Continental U. S. Your order should 
be in our hands by December 5th to assure Christmas delivery. All orders are 


promptly acknowledged. 


Fine Rare Cheese- 
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Nothing thrills the cheese lover so much as a variety of fine cheeses. 
These gifts contain only the finest domestic and imported varieties, 
especially selected to make a gift of distinction—quite apart from 
the usual cun. For the “have everythings” a gift of fine cheese reflects 
good taste and genuine thoughtfulness. 

CONTENTS: Buffet Cheese, Roquefort portion, Smoky Roll, Camem- 
bert portion, Norwegian Tommedliten, Spiced Cheese Spread, Bel 
Paese, Gouda Cheese Spread, Crock of Cheddar in Port, Le Roi Hal} 
Moon. Packed in hand-woven bamper. No. L-25H. .. .$11.00 


SET OF 3 CROCKS, packed in gift box. Gorgonzola in Brandy, Ched- 
dar in Port, Blue Cheese in Rum. 


No. 1-37... .$3.35 






Hors d Oeuvres: 


This is the most popular gift of all—a sumptuous box of 
tantalizing tidbits; eight canape spreads and an assortment 
of seven other cocktail snacks. Good to give the lady of the 
house, of course, but good, also, for the pantry-raiding male. 
A gift you can be proud to send to anyone on your list. 

CONTENTS: Mushrooms Bordelaise, Cordon Bleu Pate de 
Foie, Anchovy Supreme, Antipasto, Kippered Shad, Sar- 
dellen Paste, Chicken Liver a la Ritz, Smoked Turkey Pate, 
Herring Salad, Anchovy Paste, Cocktail Onions, Flat An- 
chovies, Rainbow Trout Pate, Rolled Anchovies, Stuffed 
Olives. No. L-2... .$7.95 





There's a thrill for every member of the -family in this col- 
lection. So attractive it will occupy the most prominent spot 
under the Christmas treé. 

CONTENTS: Onion Soup with Sherry Wine, Vichyssoise, 
Whole Cranberry Sauce, Clam Chowder, Lobster Bisque, 
Green Turtle Consomme, Wild Blackberry Jam, Sherry 
Wine Jelly, Welsh Rarebit, Mushrooms Bordelaise, Port 
Wine Jelly, Artichoke Relish, Antipasto, Stuffed Olives, 
Brandied Plum Pudding, Cocktail Onions, Smoked Turkey 
Pate. No. L-3. .. .$10.50 


The Epioures' C ub 


ELIZABETH 4, NEW JERSEY 


Order by December 5th to assure Christmas delivery. References: 
Dun & Bradstreet or Central Home Trust Co., Elizabeth. N. J. 

















GENERAL AMERICAN 
MOLDS FOR 
MANY INDUSTRIES: 


Agitators for washing 
machines 

Air Circulators 

Airline Trays 

Brush Holders 


Business Machine 


Housings 


Chairs 

Cheese Containers 
Contact Blocks 
Control Panels 
Cosmetic Cases 
Dinnerware 

Electric Iron Handles 


Escutcheons 

















Fan Housings 
Fishing Tackle Boxes 
Freezer Lids 








Instrument Panels 
Key Holders 
Luggage Trays 
MachineW heels 
Radio Cabinets 
Refrigerator baffle 
assemblies, breaker 
strips, coil door 
covers, crispers, 
drip pans 
Record Players 
Salt & Pepper Shakers 
Scale Housings 
Silverware Trays 
Television Cabinets 
Timing Case Housings 
Training Seats 























Many of America’s best-known 
manufacturers call on General 
American to develop and produce 
successful plastics parts and prod- 
ucts. They depend on General 
American’s many years of preci- 
sion production experience. They 
benefit from the use of the most 
modern equipment available—2 
oz. to 48 oz. injection presses and 
100 ton to 2000 ton (71” x 74” 
platen areas) compression presses. 








When plastics can be used, 
General American can serve you 
from engineering to delivery. 


PLASTIC 


PLASTICS DiviSiON 


See General American 
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PLASTICS DIVISION ¢ GENERAL AMERICAN TRANSPORTATION CORPORATION 
135 South LaSalle St. Chicago 90, Illinois 
NEW YORK—10 EAST 49TH ST. ¢ LOS ANGELES—RICHFIELD BLDG, 
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TLS 


Dun’s Review 


DANT & RUSSELL SALES U0, 


205 W. WACKER DRIVE, CHICAGO 6, ILLINOIS 


rr 
= 
co 
— 
—s 
rr 
on 
co 
=z 
re 
— 
a] 
= 
=] 
= 
~~ 
= 
= 
— 
toy 
= 
— 
— 
= 
—— 
a 
— 
= 
=) 
— 
on 
rr 


FIr-TEX 


PERFORATED 
ACOUSTICAL TILE 


Fir-Tex Perforated Acoustical Tile is made of sound, 
y wood fibers, felted together and pressed 


into a rigid tile in such a way as to preserve the 


health 
vin the fibers and add million 

more sound-absorbing cells between fibers, Ex 
is then perforated in a rectangular 

S$ up Noise like a sponge takes water. 

e-honored method of making acoustical 

e with perforations has proven the most eff 

nd lasting. Fir-Tex Perforated Acoustical Tile is 


one of many tiles made of wood fiber that has 


cient 


proven popular because of their serviceability, 


economy, cleanliness and paintability. 
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The Firestone Tire and Rubber Company 
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Roy A. FouLket 


Vice-President, DUN & BrapstREET, INC, 


Why 16,920 Youngsters Operate 1,410 “Companies” and How Busi- 
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THe IMAGE PEDDE.ER 


, / LONG the dusty highways in the middle 1800's the image peddler with 
his fragile stock of molded clay brought beauty and history into the homes and lives 


of those with the patience and interest to look at his stock. 


Busts of great men of the past and great men of the day, cupids, dolls, dainty 
maids, and assorted animals made up his stock. Something to excite the imagina- 
tion of each member of a family, young and old, could be produced from the depths 


of his wonderful basket or viewed from the board so nicely balanced upon his head. 


In Edmunds’ painting the fascinated gaze of the small drummer boy focuses 
on the fine features of George Washington as grandpa tells the story of this great 
soidier and first President of the United States. Perched atop the peddler’s board is 
Napoleon striking that solemn stance so familiar to every schoolboy, while the little 
gitl, her mind on less worldly things, tilts his basket looking for the doll she knows 
is surely there. 


His wares sold for trifles, and perhaps they were not “art,” but they brought a 
measure of beauty into the simple homes along the path of his journeys. 


; To-day, in the plush galleries of New York, London, Paris, or Rome a sample 
of the image peddler’s art might well be greeted with arched eyebrows, but in a young 
and growing nation he served his customers well as he patiently showed his wares to 
al willing to part with hard earned pennies for a piece of molded clay. 

CLARENCE SWITZER 
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It pays to 
do business 
in New York 


State! 


Two billion more dollarsarespent 
in New York State’s retail stores 
each year than in those of the 
next highest state! For more val- 
uable details, write: N, Y. State 
Dept. of Commerce, Room 202, 
112 State St, Albany 7, New 
York. 




















HOW 10 SELECT 
AN ADVERTISING AGENCY 
—and protect your 
advertising investment 
Ever spend $10,000 on a “proof- 


of-sales” test that returned only 
69 product labels? Or $50,000 on 
a radio-newspaper campaign that 
rang up less than $6,060 in sales? 
For every advertising dollar you 
spend with the wrong agency next 
year, you may have to spend as 
much as $1.50 with the right agency 
in 1951—in order to accomplish 
your 1950 objective. 


Think of the loss—in time as well as 
in money! And remember, it costs 
So little to protect your ad-invest- 
ment by the MacRann method 
of agency selection. It’s factual 

. Impartial . . . time-saving. 
We get the facts on those agencies 
best equipped to give you real re- 
sults—you make the final choice. 


You can talk to us in confidence— 
without obligation. If you’re an 
advertiser, ask for your free copy 
of “How To Pick An Advertising 
Agency”. Phone or write 


MacRann Associates, Inc. 
57 Park Ave., New York 16, MU 9-3860 
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Did you know: 
that in 1861 the first federal 
income tax was imposed on all 
incomes at the rate of 3% on 
excess of $800, later increased Ss 
on incomes between $600 ¥G@! V2 rd , y 


to 5% c 
and $5,000 and 10% on amounts 


over $5,000? This “Civil War’ FEDE I T PORTS 
income tax was highly pro- R h AX PE 


tive and remained in effect 


ise gy 


r ew law? Old law? Speed? Accuracy? Con- 
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duc 
until the year 1872. 








venience? Completeness? Whatever the need, whatever the question— 
if it involves federal taxes for revenue, the accepted reporter of the 
federal tax specialist, the first choice of the man “who must have 
everything” is STANDARD FEDERAL TAX REPORTS. 


Whether they represent the tax payer or tax collector, on whichever 

side of the tax fence they stand—Tax Men all endorse “Standard 

Reports” in use, collect real dividends from the breadth of coverage, 

official and explanatory, the dependability, and the down-to-earth prac- 
é) tical values which characterize the “Standard.” 


For the “Standard Reports” subscription plan brings subscribers up to 
date immediately and keeps them up to date continuously. The swift, 
detailed, informative weekly issues blanket the field of federal taxation 
most important to business and its tax counsel—reporting week by 
week the latest development in pertinent law or regulation, interpre- 
tation of ruling or court decision— the newest return, report or form 
—all enriched and illuminated by editorial sidelights, clear, helpful 
examples, and plain English explanations. 


Thus, STANDARD FEDERAL TAX REPORTS subscribers always 


have the facts, always know just what to do—why and how to do it! 
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Write for Complete Details 


COMMERCE) CLEARING HOUSE, INC. 


PUBLISHERS OF TOPICAL LAW REPORTS 
CHICAGO 1 New YORK 1 WASHINGTON 4 


214 N. MICHIGAN AVE. Empire STATE BLOG. MUNSEY BLOG. 
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Happy Landings 


IN THE ERIE AREA 


TRIAL AREA. OUR CONFIDENTIAL SERVICE 
IS READY TO HELP...NO OBLIGATION 





What brings so many new plants to the six states we call the Erie 
Area is the same thing that has made it the leading industrial center 
of America! Here’s how to get 
For this is the area that is rich in everything for industrial success. action! 

It has Coal, Oil, Iron and Steel, Sand, Lime, Salt, Gas, Rubber and 
Chemicals as well as an abundant crop of agricultural products. 
There is a great market at your door, because 349% of the popu- 
lation is located within these same six states. 


Send a list of your requirements in 
detail and preferred location to 
Mr. A. B. Johnson, Vice President, 
The Area is served by the Erie Railroad, the dependable and pro- Erie Railroad, Room 505, Mid- 
gressive line that connects with other railroads north, south and west land Building, Cleveland 15,Ohio. 


and with the harbor of New York for export business. Vee teiten ceil Re: Illi stead 


Our experienced staff will work with you in complete confidence in confidence. 
finding the right location in the Area for your plant —the Area 
with a prosperous present and an even brighter future! 


«ge. Hrie Railroad 
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AN OUTSTANDING FEATURE OF 
CHASE MONEY TRANSFERS 





ai. rapid transmission of funds so vital to 
American commerce and industry largely de- 


pends on three basic factors—an efficient organ- 





ization, modern methods of communication and 





broad nationwide coverage. 





When a transfer order is placed with Chase, it 





is processed immediately by a staff of specialists 
and sped to its destination via telegraph, tele- 
type or telephone. An important and flexible 
link in this efficient transfer system is our net- 
work of correspondent bank relationships which 


enables us to direct transfer orders to desig- 





nated points throughout the nation. 


We offer unexcelled facilities for the direct 
transfer of funds to all parts of the United 
States and welcome the Opportunity of serving 
our customers. 





THE CHASE NATIONAL BANK 


OF THE CITY OF NEW YORK 
HEAD OFFICE: Pine Street corner of Nassau 


Member Federal Deposit Insurance Cor poration 
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additional pupils want schools... 


and steel is ready to help! 


gccEeT : Everysopy was taken by surprise 
when the U. S. birthrate swung up 
50%. One result is a school crisis. 
By 1957 the elementary schools 
—now bulging with overloaded 
classes—will have to take care of 
8,000,000 more children than in 
1947, “Hurry up with 250,000 new 
classrooms!” plead the educators. 

America faces a serious problem 
—and steel is ready to help. 

Whatever the job the nation has 
—United States Steel is ready to 
help. More than a billion dollars 
worth of additions and improve- 
ments to U. S. Steel plants — all 
started since the end of the war— 
are nearly completed. 

Behind the scenes of this activ- 
ity, United States Steel research 
scientists have been quietly and 
steadily creating the improvements 
that keep steel ahead of any other 
material. Only steel can do so many 
jobs so well. And United States 
Steel can supply what it takes to 
help build a better America. 





This label is your guide 


to quality Steel 





UNITED STATES STEEL CORPORATION SUBSIDIARIES 





UNITED STATES STEEL 


USS A elping to Pld a Beller TNCPUCL 
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, Dori ‘ASTING is one of the 
principal functions and one of the 
greatest problems of both market re- 
searchers and industrial economists. Its 
successful practise requires equal parts 
ot figure ability and judgment. 

While a great deal of publicity has 
been given to the forecasting of general 
business conditions in recent years, that 
branch of forecasting is not highly de- 
veloped or well understood by most of 
those who engage in it. . 

The other branch of forecasting—the 


predicting of the sales of specific indus- 
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y. 


T. G. MacGOWAN 
Manager, Ma keting Research Department 
The Firestone Tire and Rubber Company 


Mr. MacGowan will discuss the 

steps that business men may fol 

low in constructing their own 

business forecasts in an article to 

appear in the November tissue of 
Dun’s Review. 
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tries, of individual companies within 
those industries, and of particular prod- 
ucts of those companies—is rather 
highly developed and rather well un- 
cerstood by most of its practitioners. 
However, there is actually only a small 
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BUSINESS ACTIVITY? 


number of men in this country engaged 
in industrial, company, and product 
forecasting. Most companies do not do 
sales forecasting, and that applies to 
practically all small companies, most 
medium-sized firms, and a fair num- 
ber of very large ones. 

How important and useful are these 
two main branches of forecasting—the 
predicting of general business condi- 
tions and the predicting of sales? 

Some people have an idea that neither 
is of much use. They feel that if the 
future is bright it will take care of itself 
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and, if it is not, nothing will be gained 
and considerable lost by knowing and 
worrying about it. 

However, both types of forecasting 
are, of course, of great value when well 
cone. Good forecasts of general busi- 
ness conditions have a place in the af- 
fairs of the Federal Government, which 
needs to be in a position to apply cer- 
tain inflationary or deflationary mech- 
anisms at times. 


A Basis for Sales Forecasts 


But the primary use of good general 
forecasts is to facilitate the making of 
good sales forecasts at the industry and 
company level. In most cases one can’t 
tell what will happen in an industry 
or a company except against a back- 
ground of information about what 
will be happening in the economy in 
general. 

The industry forecast is a necessary 
antecedent to the company forecast. 
And the latter, it is not too much to 
say, is vital to the most skillful opera- 
tion of a business. 

Without a good sales forecast a com- 
pany is seriously handicapped in 
planning its production, planning its 
purchasing, scheduling its inventory 
adjustments, setting sales quotas, bud- 
geting expense and, in general, doing 
the sort of planning, scheduling, and 
controlling which are vital to making 
a profit under competitive conditions. 

Yet, not very many companies ex- 
cept the very large ones carry on what 
might be called formal forecasting. Ac- 
tually every business does forecasting 
of a sort, because it is continually mak- 
ing decisions which hinge on assump- 
tions as to general business conditions 
and as to the sales of the company. 

Now, why is so little formal sales 
forecasting done? The answer lies 
largely in the fact that most concerns 
do not feel that they can afford to em- 
ploy a market research man or econo- 
mist. Most business concerns are too 
small to have such a person. Without 
a specialist of one sort or the other, they 
don’t feel competent to tackle the fore- 
casting job. 

The fact is that medium-sized and 
smaller concerns can do a very accept- 
able sales forecasting job without the 
services of an expert, if they will put 
a bright figure-minded man on the job. 
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CAREW PHOTOGRAPH FROM NKMEYER 


Employment was a stumbling block to many forecasters who did not realize that industry 


could cc 
the men released from the armed services. 


] 


neert quickly from wartime production and absorb both displaced workers and 
High employment levels have helped to sustain 


effective demand and to increase the production of goods. 


The techniques can be made to sound 
very confusing and, of. course, there 
are a great many involved procedures 
which can be gone through. But ac- 
tually there are some less complicated 
methods available and these, supple- 
mented by common sense, are really all 
that is necessary. 

In the beginning it was said that the 
forecasting of general business condi- 
tions was not well understood. Per- 
haps the reader is wondering how, if 
that is so, a person without special train- 
ing can hope to make good company 
forecasts which have to depend in part 
on good over-all judgments of business 
conditions. 

Many a young man can do a good 
enough job of judging general busi- 
ness prospects for the purposes of his 
company if he will follow a few rather 
simple and common sense rules, and 
take the trouble to study up a little on 
forecasting. If a comnany doesn’t want 
to have anyone do that, it can always 
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subscribe to syndicated services which 
give views on the business outlook. 
Experience will teach the forecaster 
which are the most reliable, and he can 
check one against the other and arrive 
at a judgment on general conditions in 
that way. 

First of all I should like to discuss 
this matter of predicting the course of 
business in general. In a following 
article I shall take up the making of 
a company forecast, including an in- 
dustry forecast. 

As to general predictions, few indi- 
vidual prognosticators have been con- 
sistently successful over the years. A 
few have. There are a handful of busi- 
ness and investment advisory services 
which have very good records. And 
there are a large number of persons 
who have published forecasts of little 
value. 

The years since the war have heen 
very difficult ones for the forecasters. 
The economy had undergone a terrific 
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Industry-by-industry estimates of future business activity can often be simplified by elimi- 
nating those industries engaged in the production of raw or semi-manufactured goods. 
The operations of such industries would be included as components among the estimates 
provided by the producers of end-products. 


convulsion in its conversion to war, 
The recon- 
version brought many changes. The 


with many dislocations. 


familiar benchmarks of the forecaster 
were not there any more. 

In 1945 a great many forecasters were 
wrong about 1946; they saw large-scale 
depression after the war. In 1946 they 
felt that 1947 would see an early end 
tu the inflationary period. By 1947 
they had grown wary of continuing 
that prediction, and their views as to 
early 1948 were fairly sound. But in 
ig48 they failed to see the recession 
that developed in the Fall. Now they 
are busy preparing their views as to 
1950 and later. 

Perhaps we can learn something from 
their errors. First of all, why were they 
Wrong in 1945 about 1946? Here are 
some of the reasons: 

1. Some of them underestimated the 
huge backlogs of consumer and busi- 
hess demand, the large impact of con- 
sumer and business savings, and the 
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shift of many families into higher in- 
come brackets. 

2. In particular, these people under- 
estimated the post-war demand for con- 
sumer nondurable products. 

3. Some forecasters did not under- 
estimate demand, but failed to realize 
that industry could reconvert as rapid- 
ly as it did; these men saw that effec- 
tive demand would be enormous, but 
erroneously thought that slow recon- 
version would prevent production from 
keeping pace. 

4. Some forecasters overestimated the 
effect of population migrations and in- 
dustrial dislocations. 

5. Some thought the armed forces 
would be demobilized sooner than they 
were, creating a larger absorption-of- 
the-military problem than actually 
materialized. 

6. Some estimators used incomplete 
or overly mechanical analytical meth- 
cds. One such method was to add up 
the people who would be released from 
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war industries and the armed forces 
and then conclude, without much more 
work, that so many persons could not 
possibly be quickly absorbed; another 
was to rely too heavily on mathemati- 
cal relationships which existed before 
the war. 

7. In a few cases the forecasters ap- 
parently assumed that mass unemploy- 
ment would be inevitable because, at 
full employment, the nation would save 


“more than it would invest. 


8. A great many prognosticators did 
not do the detailed industry-by-indus- 
try sales estimating job that an over-all 
forecast for the economy required at 
that time. 


Mistakes Were Repeated 
Many forecasters were also wrong in 
1946 about 1947 because they continued 
to underestimate demand and buying 
power, and because they began to make 
use of inapplicable analogies trom the 
past, while again failing to make de- 
tailed industry-by-industry analyses. 

In 1948 the long-predicted recession 
arrived, and caught up with the fore- 
casters, as it were, but by that time 
they had been burned so often at that 
particular fire that they had shifted 
their position, and were wrong once 
more. They still were making no in- 
dustry-by-industry studies, and they 
overlooked many very obvious signs 
of a coming decline. 

So much for the forecasters who 
went wrong. Please bear in mind that 
some were right. Some even without 
the detailed industry-by-industry fore- 
casts, which I have mentioned, man- 
aged to call the turns correctly. 

In 1945 there were several of those 
detailed jobs. The largest and most 
successful was the Committee for Eco- 
nomic Development’s project in which 
business men in more than 300 indus- 
tries estimated the post-war sales of 
those industries. The total added up 
to the right answer. CED also got the 
right answer by a detailed community- 
by-community study. The National 
Association of Manufacturers did an 
industry-by-industry job which added 
up to a very good forecast. The United 
States Department of Commerce did 
an industry-by-industry survey on ex- 
pansion plans which it correctly inter- 
(Continued on page 53) 
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SUFFICIENT FOR ITS JOB? 


1 
Wess factors are responsible 


for a shortage of higher level executives? 
What typical steps are being taken to cope 
with this situation? What pitfalls con- 
front those companies which plunge into 
a solution of the problem too quickly? 
Mr. Kelly, who has had a variety of ex- 
perience in the labor relations, personnel, 
and public relations fields, is director of 
management research for a management 
consulting firm. 


“6 


) 

° he: take too much care of 
the front lawn, and the back yard goes 
to pot,” observed one corporation head 
sadly last month. “For the past fif- 
teen years we've been concentrating on 
labor—and now all at once we find we 
haven't enough good executives coming 
along. It’s always something.” 

This executive had put his finger 
squarely on one of United States busi- 
ness’ real weak spots—neglect of execu- 
tive personnel. And to many who be- 
lieve that international stability de- 
pends on the strength and efficiency of 
our economy, the problem has serious 
implications. 

Some say “yes’—some say “no.” 
Many companies belatedly giving at- 
tention to developing executives find 
their managerial structure something 
like a half-baked upside-down cake. 
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PHILIP R. KELLY 


There is usually a seasoned top layer 
of old-timers close to retirement, a por- 
ous, uneven, middle filling, and a thick 
bottom layer of inexperienced younger 
men. 

Hardest hit seem to be outfits that 
are planning (1) Expansions: Manage- 
ment suddenly finds it has not the ex- 
ecutive talent needed to head its pro- 
jected new operations, and (2) Retire- 
ments: Outgoing officials find no ade- 
quate replacements available. 

Some organizations are peculiarly 
susceptible for a variety of reasons. In 
many cases they observe an unwritten 
executive personnel policy of seniority. 
Others are staid and undynamic by the 
very nature of their business. Such 
companies are hard-pressed to hold the 
free-wheeling young executive who 
isn’t content to wait it out. “The only 


REVI: O C 


DEVANEY 72 


way you get ahead in this outfit is when 
someone dies,” said one young adminis- 
trator, “and that’s not for me. I’m get- 
ting out now, before I start to die 
from the neck up.” But the problem is 
not confined to such companies; it has 
simply come to light there soonest. 

The real truth is—nobody really 
knows the problem’s full extent. Its 
scope is hard to define, because it in- 
volves questions of executive quality as 
well as quantity. There are plenty of 
“executives,” but how good are they? 
In many cases, even individual com- 
panies cannot answer this one; they 
have not yet learned to turn the in- 
quiring spotlight inward. 

Trimmed down, the facts seem to 
be—"Some companies now recogn'ze 
an internal shortage of top-level exect- 
tives. Other companies that have ney 
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lected executive personnel administra- 
tion will come to grips with the problem 
later.” 

What caused this “shortage” to 
emerge so suddenly? The greatest ob- 
vious cause was the war, which pulled 
thousands of second-level executives 
from ther jobs. Some came back, some 
did not. 
had lost four to six valuable years of 
Then 
came the post-war boom, lengthening 


And those who did return 
experience and development. 


business’ competitive holiday and _al- 
lowing management gaps to deepen 
unnoticed. Even before the war, ten 
years of depression had lopped off 


many a promising executive, stunted 


_ thousands of others. 


But beyond the war and depression, 
some companies found another impor- 
tant factor in the policy of promotion 
from within. A sound, widely-accepted 
personnel practise, its full implications 
are sometimes overlooked. As the per- 
sonnel man of one hard-pressed com- 
pany said recently: 

“Twenty years ago, we would have 
laughed at such an ‘executive shortage 
problem.’ In those days, if we needed 
men we would have gone out and hired 
them. But to-day we have learned that 
such action often doesn’t solve any- 
thing; it merely creates new problems. 
Under our announced policy of pro- 


moting from within, we can not go 
out to-day and bring in a lot of new 
men to head our present people. And 
we really don’t want to. Our execu- 
tives, like all our employees, have an 
equity here; we owe them a chance to 
advance. If they are not ready to move 


up, it is our fault, too, not theirs alone.” 


Executive Development 

Where the surface problem is recog- 
nized, management is rolling up its 
sleeves with typical alacrity and plung- 
ing in to solve it. “Executive De velop- 
ment Programs,” aimed at producing 
better executives faster, are gradually 
getting a larger share of current man- 
agerial attention. The approach to such 
programs involves conventional tech- 
niques of analysis, planning, and action. 
There are usually five basic steps: 

1. An inventory of the present execu- 
tive organization, covering both jobs 
and men 

2. Analysis of the organization’s 
pre Ibable future needs 

3. A check of the present staff's abil- 
ity to meet these future needs 

4. Formulation of a program de- 
signed to answer— 


“Many companies belatedly giving 





structure something like a half-baked upside-down cake. 


layer of old-timers close to retirement, @ porous, u 


layer of inexperienced younger men.” 


& 
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trention to del 


ie 
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(a) Special, short-term needs 
(b) Long-term requirements 

5. Program execution 

On the surface it looks easy. You 
simply analyze your needs, then “train” 
men to fill them. But some who plunge 
in too quickly and confidently soon 
find that beneath the smooth surface 
are a welter of technical and human 
problems. For while the steps in ex-: 
ecutive personnel planning are simple 
enough to outline, as usual, it is how 
they are executed that counts. Then, 
too, there are some rather perplexing 
questions to consider, even before 
launching such projects. 

For example, is it a good thing, fun- 
damentally, to have your men know 
auite specifically where they are go- 
ing?) How much will such planning 
destroy individual spontaneity, initia- 
tive? And how about management’s 
freedom to promote, transfer, or de- 
mote? Won't that be threatened? Is 
it wise to get men excited over promo- 
tions and then have them stew and 
steam because none are open? In short, 
what are the full implications of any 
executive development program? 

(Continued on page 63) 
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/) ETAIL sales volume in- 
creased almost $12 billion in 1948 to 
reach the highest level on record (U. S. 
Department of Commerce). Some of 
the factors that accompanied this sharp 
expansion in sales were reflected in the 
fourteen important ratios compiled an- 
nually by Mr. Foulke. 

The median ratio of net profits to net 
sales declined between 1947 and 1948 
in all lines except among retailers of 
lumber and building material. This 
reflected a general increase in the cost 
of transacting unit retail sales as a re- 
sult of increased overhead expenses or 
of reduced gross profit margins; in 
many cases both were influential. 

While the net profit on sales dipped, 
the turnover of tangible net worth con- 
tinued to be close to the high 1947 level. 

Median net profits when measured 
against the tangible net worth declined, 
but in most lines net profits remained 
at a high level ranging between 10 and 
20 per cent. In the years before the 
war net profits on tangible net worth 
rarely exceeded 10 per cent in retail 
fields. 

Fixed assets comprised a moderately 
higher percentage of tangible net worth 
in 1948 than in 1947 in nine of the 
twelve lines studied. These expansions 
in new fixtures, store improvements, 
and other investments in fixed assets 
were financed to a large extent from 
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/’ OURTEEN IMPORTANT RATIOS FOR I2 RETAIL, 24 WHOLESALE, 
AND 36 MANUFACTURING LINES HAVE BEEN COMPILED ANNUALLY 
SINCE 1931 BY Roy A. Foutke, Vice-PresipENT, Dun & BRapstReErT, 
Inc. THE FOURTEEN RATIOS FOR WHOLESALERS WILL BE PUBLISHED 
IN THE DECEMBER ISSUE OF Dun’s REVIEW ALONG WITH THE FOUR- 
TEEN RATIOS FOR MANUFACTURERS. 


earnings; there was no appreciable in- 
crease in funded liabilities during the 
year. 

Aggregate financial conditions of re- 
tailers were improved; current assets 
were in excess of current debts by a 
larger margin and a lower percentage 
of net working capital was taken up 
by inventory than was reflected in the 
previous year’s ratios. 

In eleven lines the inventory, which 
usually represents the largest portion 
of retailers’ net working capital, was 
less than 70 per cent of the net work- 
ing capital; among women’s specialty 
shops it was 95.5 per cent. In pre-war 
years inventory to net working capital 
often exceeded 70 per cent and occa- 
sionally was more than 100 per cent in 
some lines. 

An even more interesting indication 
of improvement in current position 
was reflected in the comparisons of 
median net sales and inventory figures. 
Inventory turnovers, while declining 
somewhat in furniture and building 
materials from 1947, in many lines re- 
mained at high levels and increased 
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appreciably in the women’s retail ap- 
parel group. The only major decline 
occurred in men’s furnishings which 
reflected a rather sharp reduction in 
the median ratio of sales inventory. 

In view of the need for larger stocks 
of merchandise because of increased 
dollar sales, the ability to maintain or 
improve already high inventory turn- 
overs became an interesting reflection 
of merchandising efficiency on the part 
of many retailers. The rapid move- 
ment of goods was an important fac- 
tor in limiting the size of retail inven- 
tories as measured against net working 
capital. 

The changes that occurred in the 
ratios between 1947 and 1948 reflected 
continued sound operations in all the 
retail lines studied. Current debt to 
tangible net worth was reduced and 
the total debt to tangible net worth 
was reduced or maintained at a level 
that varied between 44.4 and 88.1 per 
cent in most of the lines included in 
the survey. Generally the total debt 
to tangible net worth was well below 
pre-war levels. 
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ee age i ssi : ls - pis 5.9 12.3 93:2 39.9 74.0 77.0 16.1 
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g ee ie FOOTNOTES, EXPLANATIONS, AND DEFINITIONS OF TERMS a 
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e labile, number of concerns had outstanding long-term (plus any discounted notes receivable) by the average cost or market, whichenes ts bouton; sina cheats ta tnd 
d TE hii ainda Ueihiaiadn ns ne ia tbls credit sales per day to obtain the average collection period. debts; after all miscellaneous reserves and adjustments; 
sion of sales between cash sales and credit sales was Prt Current Assets—Total of cash, accounts, and notes re- but before dividends ox withdmwals, 
e able in too few cases to obtain an average collection period ceivable for the sale of merchandise in regular trade quar- Net Sates—The dollar volume of business transacted for 
| which could be used as a broad guide. ters less any reserves for bad debts, inventory less any 365 days net after deductions for returns, allowances, and 
0 thou, ne — — ery by not carried in excess of discounts from gross sales. , 
k Atios—The data used are based upon a representa- market, an nite tates Government securities. NE EN i i ivi 
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h ate a 50,000.... Thecenter figure for each year from statement date including current payments on quotient does not represent the actual physical turnover 
eas reper type) is the median. The other two fig- serial notes, mortgages, debentures, or other funded debts. which would be determined by reducing the annual net 
| ® the oa — are | nga for each ratio they indicate This item also includes current reserves such as gross re- sales to the cost of goods sold, and then dividing the re- 
da lower limits of the experiences of that half serves for Federal income and excess profits taxes, reserves sulting figure by the statement inventory 
or g When bce sealngpeany Fs gy mye to the median. _—for <a set_up for specific purposes, but does Net Workinc Capitat—The excess of the current assets 
; ‘ ures are listed in order according to their 90t include reserves for depreciation. 2S ent di a 
g Size, the median is the middle figure (same number of ee 
¢ 2 Fixep Assets—Th h i I " 
in 3 the f from the top and the bottom) and the quartiles are of real estate, og Sot: Py ssc Fro Taaens Way Wenew— The mane of 3 eens oe 
" : gures one-quarter and three-quarters down the list. farnitore hi 1 : » » ferred or preference stocks (if any) and outstanding com- 
t z nee Concerns—The number in parentheses after F eae ae ee er ae te Gi cue eet ak ane 
; 8 i seme of the line of business is the number of concerns PUNDED Dest—Mortgages, bonds, debentures, gold notes, intangible items in the assets, such as good-will, trade- 
W 3 for which data were available. serial notes, or other obligations with maturity of more marks, patents, copyrights, leaseholds, mailing lists, 
; (Couserion Diseases seiehar of dase shen he euel than one year from the statement date. treasury stock, organization expenses, and underwriting 
: of trade accounts and notes receivable (including assigned InveNToRY—The sum of raw material, material in process, _ discounts and expenses, 
i re notes, if any) less reserves for bad and finished merchandise. It does not include supplies. Turnover oF TANGIBLE Net WortH—The quotient ob- 
: wan aoe gp oe saad gene = Rood — -_ pres ProFits—Profit ee full depreciation on buildings, tained by dividing annual net sales by tangible net worth. 
z by 365 d F yal net credit sales = machinery, equipment, furniture, and other assets of a Turnover oF Net Workinc Capitat—Th i b- 
g 2 65 days to obtain the average credit sales per day. fixed nature; after reserves for Federal income and excess tained by dividing annual net cain a aie aoe aie 
< fourteen ratios for the past five years in manufacturing, wholesaling, and retailing will be 
available early in 1950 in a pamphlet by Roy A. Foulke, Vice-President, Dun & Brapstreet, Inc. 
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Bripce pc CONN... JUNIOR COM. 
PANY WINS TH 1949 AMERICAN 
CHEMICAL SOCIETY'S AWARD FOR 
THE BEST JUNIOR ACHIEVEMENT 
CHEMICAL PROCESSING COMPANY. Dr 
Waren Murpnuy, tpiror, “Cuemi- 
CAL AND ENGINEERING News,"” PR 
SENTS THE PLAQUE TO Miss [REN 
STEINDL wHite Eart O. Sureve, 
(CENTER) PRESIDENT 0 He U. S. 
CHAMBER OF COMMER( AND O 
Junton ACHIEVEMENT, IN AND 
Rosert B. Davis, (ricer) Gent 
MANAGER, Raypestos Division, Ray 
BESTOS-MANHATTAN, IN AND 
Bripceporr Junto \CHILVEMENT 
CHAIRMAN, LOOK ON 


WHY 16,920 YOUNGSTERS OPERATE 
1410 “COMPANIES” 


A. CORNING WHITE 


Management and Marketing Consul 


MERICAN business has them a clear, sympathetic understand- 
forged an effective mechanism for in- ing of American capitalism and a firm 
forming our youth regarding the work- conviction that the system we live by, 
ings of our free enterprise system. This operates in the balanced interest of 


HROUGH ACTIVE PARTICI 
PATION IN MINIATURE COMPANIES, mechanism is the movement known as — everyone—of the consumer, the worker, 
THOUSANDS OF YOUNG PEOPLE, BE- Junior Achievement—a dynamic pub- the manager, and the investor. 
TWEEN THE AGES OF I5 AND 21, lic relations program of youth educa- Participation in Junior Achievement 
eee oe ee eee tion under which the young people of | makes young people more employable, 


STANDING OF THE PRINCIPLES O} is . | d 
this country learn the ¢rath about busi- better workers when they are employed, 


AMERICAN BUSINESS. How po 

suCH JUNIOR ACHIEVEMEN1 ness by actually engaging iv business. and more enlightened citizens. These 
Groups operate? Wuart types By giving American youth of both are Junior Achievement’s only objec- 
ae et ee ae sexes and of all races and creeds, be- tives. For the movement has no tes 
ab getglliemaaaacltaia iia tween the ages of 15 and 21,some actual with any other group—economic, po 


MOVEMENT? i : ; ie neg ; : 
experience with the ideals and methods _ litical, or religious. It is strictly a pub- 


of the business system which built — lic relations program financed by bust 


this country, Junior Achievement gives ness, directed by business, and devoted 
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to the interests ot business in preserving 
freedom of opportunities. 

One hundred of America’s business 
leaders like Charles R. Hook, Chair- 
man of Armco; Charles Edison, Presi- 
dent, Thomas A. Edison, Inc., James 
A. Farley, Chairman, Coca-Cola Ex- 
port Company; Alfred C. Fuller, Chair- 
man, Fuller Brush Company; Thomas 
Roy Jones, President, ATF, Inc.; 
Thomas H. MclInnerney, Chairman, 
National Dairy Products Corporation; 
Earl O. Shreve, President, United 
States Chamber of Commerce; and 
J. P. Spang, President, Gillette Sate- 
ty Razor Company, are on Junior 
Achievement’s Board of Directors. 

Mr. Charles R. Hook is Chairman of 
the Junior Achievement Board and the 
Executive Committee always includes 
men of the caliber of Robert L. Lund, 
Industry Counsel; S. Bayard Colgate, 
Chairman of Colgate-Palmolive-Peet; 
Roy W. Moore and Mortimer Jensen, 
respectively President and Controller of 
Canada Dry Ginger Ale; E. B. Free- 
man of Boston; and Arthur J. Peck of 
the law firm of Alger, Peck, Andrew 
and Rohlfs. George O. Tamblyn, Jr., 
isthe Executive Vice-President and the 
Advisory Council membership in- 
cludes some 200 men and women of 





equal prominence in the business world. 

Although Junior Achievement is sup- 
ported by some 5,000 business organ- 
izations and includes on its local Boards 
of Directors in the nineteen areas where 
it is now operating, about 1,000 men 
who are the business leaders in their 
respective communities, and although 
it conducts a well-organized publicity 
program, too many prominent indus- 
trialists and business executives are still 
unaware or only vaguely aware of this 
movement. 


The Miniature Companies 


The vehicle through which Junior 
Achievement educates American 
youth to an appreciation of the work- 
ings and opportunities of our free enter- 
prise system is the miniature or junior 
company. 

Under the guidance of trained, vol- 
unteer adult advisers, furnished by a 
sponsoring business corporation, a 
group of ten to fifteen high school 
juniors and seniors form a company to 
produce and to sell a product or to de- 
velop and to sell a service. 

Their operations are conducted in a 
“Business Center” provided by Junior 
Achievement and financed by subscrip- 
tions from local firms. Each junior 
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company meets one evening a week 


throughout the school year. It pays a 
nominal rental for use of the Business 
Center’s facilities. Generally five dit- 
ferent companies meet in a Center one 
evening a week, Monday through Fri 
day. Thus a total of twenty-five Junior 
Achievement companies use the prem- 
ises during the week. The youngsters 
forming a company function part of 
the time as the company’s Board of 
Directors; the rest of the time they 
work on the production line or “pound 
the pavement” as salesmen. As Di- 
rectors, they elect their own officers, 
who for shouldering management re- 
sponsibility very properly receive higher 
pay than the production workers or the 
salesmen. 

To finance themselves, the young- 
sters in a company sell stock at 50 cents 
a share, with a limit of not more than 
five shares to any individual stock- 
holder. As the result of organizing 
and running miniature enterprises of 
their own, these young “Achievers” gain 
valuable scrimmage practise in the fun- 
damentals of business, from which they 
learn the relationship between those 
who manage, those who labor and those 
who supply the funds. They likewise 
learn from their own personal expert- 
ence the functions of capital, manage- 
ment, and labor as the essential parts 
of co-operative American private 
enterprise. 

By actually operating a miniature 
business, they learn for themselves why 
business can not pay both high wages 
and exorbitant taxes and have enough 
left to encourage further investment. 
They learn that it takes capital to create 
jobs. 

The variety of products manufac- 
tured with simple equipment by these 
miniature companies is almost endless. 
Hand and shaving lotions, face creams, 
articles of leather, plastics and wood, 
and everything from flower trellises to 
mosquito repellents are among them. 
The same goes, too, for the variety of 
services they seem able to dream up. 
The kids publish newspapers and mag 





The sales manager (left) of an Atlanta Junior 
Achievement company which manufactures a 
new kind of shoe shine hox, and the publisher 
(right) of the Artanra JuNtoR ACHIEVEMENT 
News man a display of products in the center 
miuture firms’ activities. 
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azines, operate model agencies, conduct 
polls and surveys and make market 
analyses. They operate employment 
agencies to provide baby-sitters, grass 
mowers, errand boys, and odd-job 
crews. 

A Newark, N. J., junior company 
broadcasts a weekly evening forum pro- 
gram for teen-agers on which they have 
as guests leading local personalities in 
business and the professions, to discuss 
job opportunities in the various busi- 
ness fields for youngsters graduating 
from high school and the preparatory re- 
quirements for the various professions. 
The program is sponsored by local de- 
partment stores and manufacturers. 


Present Radio Programs 


An Atlanta company broadcasts a 
teen-age canteen under the name of the 
Teen O’Clockers. A Houston, Tex. 
company manufactures a plastic hot- 
dog electrocutor in which frankfurters 
are almost instantaneously cooked by 
an electric current passed through 
water. 

A group in Glen Ridge, N. J., intro- 
duced and installed a new type of fire 
alarm and sold it widely by obtaining 
from insurance companies a reduction 
of rate to homes which used it. The 
Pat-a-Cake catering firm operates in 
Boston and a Chicago company makes 
lipsticks. In St. Louis there is a dress- 
designing company spark-plugged and 
officered mostly by boys. Its first prod- 
uct was an apron. The J. A. Wood and 
Plastics Company of Chicago makes 
policemen’s night sticks. 

While all of the Junior Achievement 
companies strive to become successful 
business enterprises, the emphasis is not 
on making money but on giving the 
youngsters actual business experience. 
Some of the companies have gone 
broke, with each stockholder out, at the 
most, $2.50. Other companies, seeing 
their business go into the red, have 
wisely reorganized and hit upon suc- 
cessful products. To help such com- 
panies, a few banks, such as the St. 
Louis County National, have even 
made revolving sums of money avail- 
able as loans. Still other companies 
have earned and paid handsome 
dividends. 

One of the outstanding features of 
Junior Achievement is the caliber of 
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Business men holding key positions in their companies are advisers for the Junior Achieve- 
ment groups in their communities. Here, a chemical engineer, adviser to an East St. Louis 
junior company, tells the young people how to operate a jig in carving plastics. 


the men and women who serve as 
advisers to the miniature companies. 
These men and women are selected by 
the top management of their corpora- 
tions. It is not at all unusual for the 
adviser on business methods and ac- 
counting for one of these junior com- 
panies to be in his regular work the 
controller of one of the community’s 
leading firms; for the adviser on sales 
to be a vice-president in charge of dis- 
tribution in his regular job; or the ad- 
viser on production to be the manager 
of a plant employing thousands. 

Top management of a corporation 
sponsoring a miniature company has 
an opportunity in selecting advisers 
from among its own employees, to 
choose men in whom it has complete 
confidence. 

Junior Achievement thus gives busi- 
ness not only an opportunity to con- 
tribute financially to the support of a 
worthwhile public relations program, 
but also to participate personally, to 
show our youth in personal contact 
how human and considerate the men 
and women occupying responsible posi- 
tions in business really are. 

Special incentives, in addition to 
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their wages or salaries paid them by 
their little companies, are offered the 
youngsters to encourage their best 
effort. These incentives consist of rec- 
ognition by certificate of the several 
stages of their development in the 
movement, of trips to the national 
conventions of their own little trade 
association, of prizes and trips to con- 
ventions of regular industry trade asso- 
ciations, paid for by the industries 
concerned, and of college scholarships. 

Over 60 college scholarships offered 
by foundations, by industrial corpora- 
tions, and in some cases by the colleges 
themselves are available to qualified 
youngsters who have made good 
records in Junior Achievement. 

Awards for superior management 
are also given to the outstanding com- 
panies. These are called “A” awards 
and are based on the “E” awards for 
efficient production given out to manu- 
facturing concerns by the Army and 
Navy during the late war. 

The New York Stock Exchange at- 
nually offers a bronze trophy to that 
Junior Achievement company turning 
out the best financial statements (irre- 

(Continued on page 60) 
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EporRTS from manufacturers 
and buyers of industrial materials in- 
dicated that the moderate increase in 
over-all output which began in August 
continued through the first half of 
September. The Federal Reserve 
Board’s Index of Physical Production 
which recovered in August to the June 
level of 169 per cent of the 1935-1939 
average was expected to reach 171 in 
September. 

The increase in new orders was at- 
tributed in some industries to purely 
seasonal factors. In other instances, 
however, the rise in order volume was 
considered more than seasonal and ob- 
servers were inclined to explain the 
situation in terms of over-reduction of 
inventories and under-estimation of 
consumer demand. 

Steel ingot production remained 
steady during the first half of Septem- 
ber at about 85 per cent of rated ca- 
pacity. New orders, especially for sheet 
steel, continued to rise. The wage 
controversy in mid-September was still 
unsettled so it was not possible to 
determine how much of the increase in 
demand stemmed from stockpiling in 


DUN ’S REVI 


THE EMBARCADERO-SAN FRANCISC O'S WATERF RONT—MONK MEYER PHOTOGRAPH 


E W 


TRADE 





case of a strike. Some steel users, how- 
ever, reported real increases in the de- 
mand for their products. 

Coal production during the Summer 
months was well below the corres- 
ponding periods a year ago due to a 
3-day work week. Output was virtu- 
ally stopped beginning September 19 
as workers stayed out of the mines al- 
together. Coal stockpiles at the time 
were moderately large. 

The automobile industry continued 
to produce at record-breaking levels. 
The August output of 654,000 units 
surpassed the previous peak of April 
1929 by over 30,000 units. Total out- 
put for the first eight months of 1949 
was 4,162,000 vehicles, a 24 per cent 
gain over the first eight months of 1948. 
To break the 1929 production record 
of 5,276,000 it would be necessary for 
the industry to produce an average of 
62,000 cars and trucks a week from 
September through December. Week- 
ly production currently is between 
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EASONAL INCREASES IN 
CONSUMER BUYING AS FALL ap- 
PROACHED LENT SUPPORT TO THE 
INCREASE IN GENERAL BUSINESS 
ACTIVITY WHICH BECAME EVIDENT 
IN THE LAST HALF OF AUGUST. 
WHOLESALE VOLUME ROSE NO- 
TICEABLY DURING THE PERIOD. 
EMPLOYMENT INCREASED CON- 
TRASEASONALLY AND PURCHASING 
POWER REMAINED CLOSE TO POST- 
WAR PEAK LEVELS, 








140,000 and 145,000 but this will prob- 


ably decrease when model changes oc- 
cur later this Fall. 

There was a noticeable increase in 
refrigerator production during early 
September with many plants rehiring 
workers laid off at the beginning of 
the Summer. New orders for washing 
machines rose and production of sev- 
eral other types of appliances, television 
receiving sets particularly, was at a 
very high level. Pickups in orders and 
output were also observed in alumi- 
num, paints, shoes, and textiles. 

The value of total new construction 
put in place during August was $1,902 
million. This was 3 per cent above the 
July figure, but 2 per cent below that 
for August 1948. Pubiic construction 
rose 4 per cent from July to August 
and was 18 per cent above the similar 
month in 1948. Private building was 
3 per cent higher in August than in 
the previous month, but was 8 per cent 
under a year ago. Building material 
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BUSINESS MEN'S EXPECTATIONS 
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Tin was a marked change toward optimism in the results of the 
fitth monthly “business expectations” survey completed at the end of August. 
The August survey differed slightly from its predecessors in that business ex- 
ecutives were asked to compare the last quarter of 194g with that of 1948. 

The expected changes reflected in the August survey were smaller than 
those represented by responses to the previous soundings of business opinion. 
The expected changes rarely exceeded 5 per cent; the bulk of the estimates 
were less than 3 per cent. 

The middle 50 per cent of those interviewed generally expected changes 
to be from minus 15 to plus 7 per cent. Although the middle responses to 
almost all questions reflected a slight decline, there were some areas in which 
a slight increase was expected, The tour previous surveys contained no such 
optimistic outlooks. 

Business men expected sales volume to be slightly lower than the fourth 
quarter of 1948 except in nondurable goods where a fractional increase was 
anticipated. New orders generally were expected to be slightly higher than 
in the corresponding 1948 period. Slight to moderate decreases were expected 
in net profits, the number of employees (except for retailers who expected a 
0.1 per cent increase), and selling prices. Executives continued to anticipate 
a decrease in dollar inventories, but not as sharp as the other four surveys in- 
dicated. This probably reflected a growing recognition of the need to main- 
tain adequate stocks to meet the consumer demand which has remained at 


very high lvels. 


Cuance From Octoser-DecemBerr 1948 To Octoser-DecemBer 1949 (MepIANs) 


ALL MANUFACTURERS 
BuUsINESS Tora. DturaspLteE NonvurasBLte WuHotrsaLers Reval 

Dollar Volume of Sales —1.4% —0.5% —2,3% +0.3% —2.6% —1.4% 
New Orders Received. +0.2 —0.4 +0.8 
Net, Profits, After Fed- 

eral Taxes tee ee 3.5 —2.4 —2.0 —1.9 —5.2 —4.4 

Exp or December 1949 Comparep WITH ENp oF DECEMBER 1948 

Number of Employees —o.7 1.5 —3.6 —0.0 —o.2 +o.1 
Dollar Value of Inven- 

tories —<.0 —4.9 ——S.7 —4.2 —$§.1 ——5 6 
Level of Selling Prices —3.5 —2.8 —2.6 —3.0 —4.1 —4.9 
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prices at the end of August were down 
7 to 8 per cent from the corresponding 





period a year ago. 


Wholesaling 


motional needs, merchants increased 
their orders during August and early 
September. Total wholesale order vol- 
ume remained moderately below the 
level of a year ago. Prompt deliveries 
continued to be requested by many 


Inventories rose slightly, but 


Spurred by the im- 
petus of Fall pro- 


buyers. 
were substantially below last year’s 
level. 

Wholesale food and apparel! volume 
rose seasonally during the period, but 
remained fractionally below the high 
levels of 1948. There was a moderately 
increased buyer demand for home fur- 
nishings and household appliances. 
Orders for heavy industrial equipment, 
after dipping slightly in August, rose 
fractionally in early September; they 
remained moderately below the level 


of a year ago. 
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consumer spending in August, the re- 
turn of cool weather and the start of 
another school year further boosted the 
volume of retail trade in the first two 
weeks of September. Retail dollar vol. 
ume remained slightly below the level 


Following a moderate 


rise in the amount of 


of a year ago, although part of this de- 
crease reflected lower prices ior many 
consumer items than those which pre- 
vailed in 1948. 

While clearance sales of Summer 
merchandise continued to attract many 
bargain-conscious customers, well- 
advertised Fall promotions were favor- 
ably received by an increased number 
of shoppers. Women’s Fall suits and 
dresses were frequently purchased and 
jnterest in women’s coats increased 
noticeably. The demand for men’s 
suits rose slightly in September alter 
dipping very moderately in August. 
Back-to-school apparel sold well. 

Housewives’ purchases of food rose 
seasonally. Fresh fruits and vegetables 
and moderately priced meat cuts wert 
purchased in large volume, ‘The con- 
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sumer demand for canned and frozen 
foods declined slightly. 

Despite a favorable response to late 
Summer furniture sales in many parts 
of the nation, total furniture volume 
remained well below the level of a year 
ago. The buying of home furnishings 
rose moderately with interest centered 
chiefly in bedding, linens, and floor 
coverings. Consumer interest in house- 
hold appliances rose moderately, but 
remained substantially below 1948 
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per cent in August as measured by the 
seasonally adjusted Dun’s Review 
Trade Barometer. The August index 
of 286.3 (preliminary) was 6.1 per cent 
below the 304.9 of a year ago. The 
barometer, based on 1935-1939—=100 is 
also adjusted for the number of busi- 


Consumer buy- 
ing dropped 3.3 


ness days in the month. 

The final barometer for July, at 296.2, 
was 0.5 per cent above the 294.8 of 
June, but was 4.9 per cent below the 
all-time high of 311.3 which was 
reached in July of last year. 

There were two regions for which 
the July barometer exceeded the level 
of a year ago; all other regions ranged 
from slightly to moderately below 1948 
levels. The largest yearly increase was 
4.2 per cent for the North and South 
Carolina Region (19). The sharpest 
monthly rise was 9.5 per cent in the 
Cincinnati and Columbus Region (q). 

Personal income figures 


} 

Sncome indicated that the high 
level of consumer purchasing power 
evident during the first half of 1949 
continued into the third quarter. Per- 
sonal income in July was at an annual 
rate of $209.7 billion. This represented 
a decline of a little over 1 per cent from 
the previous month’s rate of $212.6 
billion. 

Personal income during the first 
seven months of 1949 was at an annual 
rate of $212.7 billion as compared with 
$208.7 billion during the period Janu- 
ary-July 1948. Personal income in 1948 
Was at a record-breaking annual rate 
of $211.9 billion. 
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First 
Quarter 
Monthly - Monte: ~ 
Year Average April May June July August 
. 1947 57.3 58.2 59.8 60.1 60.1 59.6 
Eengheqeans, “Villion ai a4 3s @@ °° 3°" Gs a2 
p 19499 589 593 602 596 507 599 
——— i fe or 
Million persons mee? tee eee ee ee 37 
1947 Za 2.0 2.0 2.2 2.6 2.6 
Farm Jncome 
em 1948 2.1 2.1 2.1 2.4 2.7 2.7 
Billion dollars 1949 2.4 19 19 21 22 0.0 
Consumers’ Credit Outstanding ps 48 be 7” ; ye He ie Sy 
Billon dollars 1949 155 15.6 15.8 16.1 16.2 00.0 
uae ' ., 1947 1.170 1.186 =1.207- Ss «1.226 ~=—-:1.230-~—s«*21.236 
amy Sacra of — 1948 1.287 1.292 1301 1316 12332 1.349 
1949 1377.> 1S ESS 1.380 §=©.1.383 = 0.000 
- 1947 4736. 47.50 48.44 4933 48.98 49.17 
ee # i re 1948 = 51.95 5,79 «51,86 = 52.85 52.95 54.05 
, meni 1949 54.09 52.70 53.08 53.68 53.66 00.00 
igecieteiamar mane 1947 “43 ma be: va 144 «15.3 
bod 1948 17.0 17.2 16.8 17.9 16.4 18.2 
Billion dollars 1949 171 169 WA 6S 158 Gs 
Manufacturers’ Inventories om 48 ate ed 26 ‘ baer 266 a7.t 
Billion dollars 1949 320 313 308 30.4 29.8 00.0 
: : 1947 6.8 6.8 6.9 6.8 7.1 7.1 
Wholesalers se eae a 75 77 6.8 78 78 8.2 
1949 7.2 7.0 7.1 7.1 0.0 0.0 
Whcisikes Ge 1947 6.4 67 67 68 67 71 
a 1948 7.9 7.8 7.8 8.0 7.9 8.1 
Billion dollars 1949-86 8.2 7.8 7.8 7.8 0.0 
Shae 1947 8.5 9,5 10.0 9,5 9,4 9.8 
Retailers’ Sales lg ae 08 107 108 109 107 107 
a ere 1949 9.6 wa 10.8 10.8 10.2 00.9 
ert i 1947 11.5 12.2 12.0 11.6 11.4 11.8 
Retailers lanenewies. seierct ail 136° 142 Me  -4Se 4S es 
cate Se ais pd 1949 = 14,0 14,3 13.8 13.4 12.9 00.0 
: 1947 189 187 185 184 176 182 
Rahers iver yaa 1948 193 188 192 192 186 19) 
isis st 1949 188 179 174 169 162 169 
; 1947 3.8 32 44 35 42 3.6 
PE OO ce (I a) ee 
Seer or 1949 2.9 3.2 3.1 3.0 3.4 2.9 
hiner Gin. Ey eB Bw 
Million dollars 
1949 213 283 257 317 241 279 
: : 1947 231 277 378 283 299 287 
ee Se 1 ee oe 
popregeicte a 1949 700 878 776 $28 719 810 
errr / 1947 145. 161 73. 190 371 149 
Liabilities of Baers: += 198 A 
aegis ae 1949 = 48.1 31.9 28.4 28.2 21.8 31.2 





The figures above bring up-to-date some of the series included in “The Compass Points of 
Business” quarterly supplement to the August Dun’s Review. The next complete quarterly supple- 
ment will appear in the November issue of this magazine. 


Shght rises in some of the business indicators signalled some improvement in general conditions 


during August. 
cent below the July level, 


While unemployment was nearly twice as large as a year ago, it was nearly 10 per 


New construction continued to increase; building permits awarded in 120 cities were up about 


16 per cent. 
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TF were Was a marked change toward optimism in the results of the 
° te +h) ] c " 
hith monthly “business expectations” survey completed at the end of August. 
The August survey differed slightly from its predecessors in that business ex- 


| 


were asked to quarter 


i 
The expected changes reflected in the August survey were smaller than 
those represented by responses to the previous soundings of business opinion. 


The expected changes rarely 


ecutives compare the last of 1949 with that of 1948. 


exceeded 5 per cent; the bulk of the estimates 
were less than 3 per cent. 

The middle 50 per cent of those interviewed generally expected changes 
to be from minus 15 to plus 7 per cent. Although the middle responses to 
almost all questions reflected a slight decline, there were some areas in which 
a slight increase was expected. The four previous surveys contained no such 
optumistic outlooks. 

Business men expected sales volume to be slightly lower than the fourth 
quarter of 1948 except in nondurable goods where a fractional increase was 
anticipated. New orders generally were expected to be slightly higher than 
in the corresponding 1948 period. Slight to moderate decreases were expected 
in net profits, the number of employees (except for retailers who expected a 
0.1 per cent increase), and selling prices. 


a decrease in dollar inventories, but not as sharp as the other four surveys in- 


Executives continued to anticipate 


dicated. This probably reflected a growing recognition of the need to main- 
tain adequate stocks to meet the consumer demand which has remained at 


very high levels. 


CHANGE FROM OcToper-DecremBrER 1948 TO Octroper-DEcEMBER 1949 (MeEpIANs) 


ALL MaNurACTURERS 
BUSINESS I DtURABLi NonpbuRABLE WHOLESALERS RETAIL 

Dollar Volume of Sales —1.4% —o.5°% —2,3 +0.3% —2.6% —1.4% 
New Orders Received. ——-O.2 —0.4 +0. 
Net, Profits, After Fed- 

eral Taxes —3.5 2.4 —3.0 —1.9 —5.2 —4.4 

Enp oF December 1949 Comparep wiTH Enp oF DecemBer 1948 

Number of Employees 0.7 1.5 — 3.6 —0.0 —0.2 +o.1 
Dollar Value of Inven- 

tories 5.0 $.9 5.7 —4.2 —5.1 —5.9 
Level of Selling Prices —3.5 —2.8 —2.6 — 3.0 —4.1 —4.9 
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prices at the end of August were down 


7 to 8 per cent from the corresponding 


period a year ago. 


a : Spurred by the im- 
Wholesaling ia of Fall pro- 
motional aide: merchants increased 
their orders during August and early 
September. Total wholesale order vol- 
ume remained moderately below the 
level of a year ago. Prompt deliveries 
continued to be requested by many 
buyers. Inventories rose slightly, but 
were substantially below last year’s 
level. 

Wholesale food and apparel volume 
rose seasonally during the period, but 
remained fractionally below the high 
levels of 1948. There was a moderately 
increased buyer demand for home fur- 
nishings and household appliances. 
Orders for heavy industrial equipment, 
after dipping slightly in August, rose 
fractionally in early September; they 


t 


remained moderately below the 
of a year ago. 


level 


Yp J: Following a moderate 
Hela wed rise in the amount of 
consumer spending in August, the re- 
turn of cool weather and the start of 
another school year further boosted the 
volume of retail trade in the first two 
weeks of September. Retail dollar vol- 
ume remained slightly below the level 
of a year ago, although part of this de- 
crease reflected lower prices for many 
consumer items than those which pre- 
vailed in 1948. 

While clearance sales of Summer 
merchandise continued to attract many 
bargain-conscious customers, well- 
advertised Fall promotions were favor- 
ably received by an increased number 
of shoppers. Women’s Fall suits and 
dresses were frequently purchased and 
interest in women’s coats increased 
noticeably. The demand for men’s 
suits rose slightly in September after 
dipping very moderately in August 
Back-to-school apparel sold well. 

Housewives’ purchases of food rose 
seasonally. Fresh fruits and vegetables 
and moderately priced meat cuts were 
purchased in large volume. The com 
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sumer demand for canned and frozen 
foods declined slightly. 

Despite a favorable response to late 
Summer furniture sales in many parts 
of the nation, total furniture volume 
remained well below the level of a year 
ago. The buying of home furnishings 
rose moderately with interest centered 
chiefly in be dding, linens, and floor 
coverings. Consumer interest in house- 
hold appliances rose moderately, but 
remained substantially below 1948 
levels. 


Consumer buy- 
ing dropped 3.3 
per cent in August as measured by the 
seasonally adjusted Dun’s Review 
Trade Barometer. The August index 
of 286.3 (preliminary) was 6.1 per cent 
below the 304.9 of a year The 
barometer, based on 1935-1939=100 is 
also adjusted for the number of busi- 
ness days in the month. 

The final barometer for July, at 296.2, 


ago. 


was 0.5 per cent above the 294.8 of 
June, but was 4.9 per cent below the 
all-time high of 
reached in July of last year. 

There were two regions for which 


311.3 which was 


the July barometer exceeded the level 
of a year ago; all other regions ranged 
from slightly to moderately below 1948 
levels. The largest yearly increase was 
4.2 per cent for the North and South 
Carolina Region (19). 
monthly rise was 9.5 per cent in the 
Cincinnati and Columbus Region (9). 


The sharpest 


Personal income figures 
indicated that the high 
level of consumer purchasing power 
evident during the first half of 1949 
continued into the third quarter. Per- 
sonal income in July was at an annual 
rate of $209.7 billion. This represented 
a decline of a little over 1 per cent from 
the previous month’s rate of $212.6 
billion. 

Personal income during the first 
seven months of 1949 was at an annual 
rate of $212.7 billion as compared with 
$208.7 billion during the period Janu- 
ary- di 1948. Personal income in 1948 
Was at a record-breaking annual rate 
of $211.9 billion. 
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First 
Quarter 
Monthly - MonTH > 
Year Average April May June July August 
1947 93 3% 8%: ef: Ga. ee 
E 
menep neh, ame 1948 = 584 59.6 = 60.0 61.3 G16 GL 
Seo eens 1949 58.9 59.3 60.2 59.6 59.7 59.9 
‘ 947 : : vA $ j : 
Unemployment ae ae a 2.4 = - a = or 
Million persons 1949 3.0 3.0 33 3.8 4] 37 
= 1947 2.1 2.0 2.0 Za 2.6 2.6 
rae ee Billion dolla 1948 2.1 2.1 2.1 2.4 27 27 
an Cae 19492. 1.9 1.9 21 2.2 0.0 
RRS me eae i). We 46. se oe 
Consuiness Cote Quanta “1 ae i ee ee 
nae 1949 15.5 15.6 15.8 16.1 16.2 00.0 
: ; ; 1947 1.170. 1.186: 3207 13.2262 1230. 326 
—_ Pippa of —— 1948 1287 1207 .130% 1316. 12. 136 
ars . 1949 1377 1.376 1.375 1.380 ~—:1.383~—«0.000 
Feuer =~ 1947 47.36 47.50 48.44 49.33 48.98 49.17 
oe * — 1948 51.95 5179 51.86 52.85 5295 54.05 
1949 54.09 52.70 53.08 53.68 53.66 00.00 
1947 law Bs ga 2 se. oe 
Mariufac | 
cee: a ME ee 
i cea 1949 17.1 16.9 16.1 16.5 15.0 00.0 
Manufacturers’ Inventories sg 248 25.9 aoe ey = po 
Ren deter 19499 320 313 308 304 298 000 
Ce 1947 6.8 6.8 6.9 6.8 71 7.1 
Whereis 7. + doles 1988 75 77 6.8 7.8 78 8.2 
- = 1949 72 7.0 71 71 0.0 0.0 
Wholesalers’ Inventories Ce po As - = ry a 
Billion dollars 1949-86 8.2 7:8 7:8 7:8 0.0 
ra 1947 8.5 95 10.0 9.5 9.4 9.8 
Retailers’ Sales ‘ee 98 107 108 109 107 107 
1999 96 111 108 108 102 000 
acer 1947 1S i222 te ts. 36 on 
ane wae gem 1948 136 142: “348 - eee ee ee 
wap hase ol 1949 14.0 14.3 13.8 13.4 12.9 00.0 
; 947 
Physical Production Index. . . l ‘6 48 He ps He pp = Le 
Adjusted 1935-1939=100 199 19 06 0 1S I ee ee 
Pict Grn OO, 
Millions of cars 199 29 32° 39 Ty fee? tee 
. . . os C 
Building Permits, 120 Cities. . ae 48 a a bes pr co poe 
Million dollars 1949 213-283. SF a ee 
cmmenal ad intend By te 
Failures. ...... . .Number 1949 700 878 776 828 719 810 
eae 1947 45. 61 Ws 2m Sh 3 
Liabilities of — so 18 PS ee 
pone hears 1949 48.1 31.9 28.4 28.2 21.8 31.2 





The figures above bring up-to-date some of the series included in “The Compass Points of 
Business” quarterly supplement to the August Dun’s Review. The next complete quarterly supple- 
ment will appear in the November issue of this magazine. 

Shght rises in some of the business indicators signalled some improvement in general conditions 
during August. While unemployment was nearly twice as large as a year ago, it was nearly 10 per 


cent below the July level. 


New construction continued to increase; building permits awarded in 120 cities were up about 


16 per cent. 
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WEEKLY AVERAGES 


1939 


102 


76 


219 


SOURCES: American Iron & Steel Institute; U. S. 


1948 
170 
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SELECTED 
BUSINESS INDICATORS 


Steel Ingot Production 
Ten Thousand Tons 
Bituminous Coal Mined 
Hundred Thousand Tons 
Automobile Production 
Thousand Automobiles 
Electric Power Output 
Ten Million K.W. Hours 
Freight Carloadings 
Ten Thousand Cars 
Department Store Sales 
Index Number 
Wholesale Prices 
Index Number 


Bank Debits 


Hundred Million Dollars 
Money in Circulation 
Hundred Million Dollars 


Business Failures 


Number of Failures 


Bureau of Mines; 


of a Gelivily 


Latest PREvious 

WEEK WEEK 
159 160 
84 58 
145 116 
56 53 
74 62 
315 273 
154 155 
204 169 
274 275 
169 185 


YEAR WEEK 
Aco ENDED 
173 Sept. 26 
119 Sept. 17 
93 Sept. 17 
54 Sept. 17 
gI Sept. 17 
337. Sept. 17 
170 Sept. 20 
224 Sept. 14 
281 Sept. 21 
IOI Sept. 22 
Automotive News; Edison 


Electric Institute; American Association of Railroads; Federal Reserve Board; U. S. Bureau of Labor 
Statistics; Dun & BrapstreeT, INc. 





TRADE AGEEViT IN TWENTY-NINE 
(1935-1939 = 100) 
—°/, Change from~ 
REGION July July June REGION 
1949 1948 1049 

TS BS rR 296.2 — 4.9 + 0.5 15. Iowa and Nebraska....... 
1. New England...... 207.0 — 7.1 — 8.2 86. St, LOUIS 5 ajs0:s:c tec nieows'e 
2. New York City 321.1 6.4 — 7.0 ro: Matias CRY. « ocncccdese 
3. Albany, Utica, and Syracuse 248.4 10.8 I 18. Maryland and Virginia... 
4. Buffalo and Rochester.... 253.7 — 8.8 7.0 19. North and South Carolina 
5. Northern New Jersey..... 189.4 —12.2 —14.2 2 Atlanta and Birmingham. 
6.. Philadciphia. ....cccsscce 258.5 — 5.5 3.8 C5 MIRA, ov cn wcedw ee eweeie 
9, PHUSDUTEN 2.002 occscccvocs 255-9 — S79 8 22. Memphis. .....0%.- 
i AMATI 5 nes sdis.cp enw esie 310.6 — 4.8 .2 23. New Orleans.... 
g. Cincinnati and Columbus. 321.8 77 5 26> PORES scion pwaie sitet 
10. Indianapolis and Louisville 336.1 5.9 5.0 i te, ~ Da Ee 5 
OE RIMCMINDS oc dic nie 5 whine wie 270.7 5.3 4.6 26, Halt: Lake City... c.sscceen 
ST ee eye 318.1 6.2 5.8 2-. Portland and Seattle...... 
5S, BARUREC 5 osc a ceknawes 310.6 — 7.0 2.4 38. Sant Pranciécos <es0saesces 
14. Minneapolis and St. Paul. 268.6 — 5.3 — 3.0 29. Los Angeles. ...ccccoccecs 
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July June 
1948 1949 
— 6.2 + 2.7 
55 + 3 
0.0 —2. 
— 1.0 — 1 
+ 4.2 —2 
— 4.1 — 1. 
— 7.2 + 2 
—3:3 — 5. 
— 3.6 —7 
— 2:9 +5 
— 4.5 +1 
— 2.6 —10 
eae | ah | 
— 5.4 —4 
== ies —= 6 
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The decline in the July income rate 
was due largely to a drop in farm in- 
come which resulted from a reduction 
in the volume of crops marketed or 
placed under Government loan. 

Nonagricultural income, which dur- 
ing the past year has represented about 
go per cent of total personal income, 
was down slightly in July to an annual 
rate of $191.1 billion from $191.8 billion 
in the previous month. The shorter 
work week in the bituminous coal 
mines was partly responsible for the 
slight drop in total wage and salary 
disbursements. Factory wages were 
practically unchanged from June to 
July with declines in durable goods in- 
dustries being largely balanced by in- 
creases in nondurable goods industries. 

Consumer credit outstanding at the 
beginning of August was estimated to 
be $16.2 billion, an increase of over $6 
million from the July 1 level. Seasonal 
decreases in charge account indebted- 
ness were more than offset by increases 
in installment credit. Total consumer 
credit outstanding was about 10 per 
cent above the level at the same time 
a year ago. 


Eo 1, The modest rise 
mfr eyment in several major 
indicators of business activity was re- 
flected in the employment record for 
August. A sharp increase in nonagrt- 
cultural employment raised the total 
number of persons at work during 
August to 59.9 million from 59.7 mil- 
lion in July. Agricultural employment 
dipped seasonally, but the drop was 
more than offset by the rise in nonfarm 
workers. 

Both employment and unemploy- 
ment usually drop from July to August 
when the labor force decreases as stu- 
dents prepare to return to school. 
Many of the additional nonagricultural 
workers were doing farm work in July. 

Unemployment, which in July had 
reached the highest level since 1942 
fell over 400,000 to slightly less than 37 
million persons. This represented less 
than 6 per cent of the total civilian 
labor force of 63.6 million workers. 

About 1,250,000 persons were work: 
ing short hours, generally three or fout 
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Why Beautiful eousione 


T. M. Reg. U. S. Pat. Off. 


is the wisest investment 
in Sound control 





Hyves EVERYTHING 
YOU WANT: 





BEAUTY & ECONOMY 


AY AX 


LONG LIFE 


Ee 
re 


INCOMBUSTIBILITY 





04) EXPERT PLANNING SERVICE 








Your U.S.G. acoustical contractor 
will study your sound control prob- 
lem, make recommendations—en- 
tirely without obligation. Write us 
for the name of the authorized con- 
tractor who serves your territory. 

































































It’s the unique combination of advantages that makes 
ACOUSTONE mineral acoustical tile, America’s No. 1 sound 
investment in sound control—a combination including 
every extra experts look for. 

Yes, architects, engineers and interior designers; fire in- 
surance and building inspectors look for more than sound 
control and beauty. They also demand economy, long life, 
light weight, incombustibility. ACOUSTONE mineral acous- 
tical tile delivers on all counts! 

Compare ACOUSTONE—comparison brings out clearly its 
unique combination of all these advantages that make it 
your wisest investment in sound control. 


The Finest in Sound Control 


United States Gypsum - cuicaco 
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days a week because of lower produc- 
: ‘a % tion rates, layoffs, job turnover, and 
What S behind th e dial 9 other factors. About 1 million part- 
time workers were looking for full 
time jobs. But the number of workers 
employed less than the average number 
of hours a week in August was virtu- 
ally unchanged from the May level 
when the United States Bureau of the 
Census also made a similar survey. 


. Wholesale prices rose 
4€ — seadily during late August 
and early September. Prices of foods 
fluctuated within a narrow range with 
little net change during the period, 
while prices of building materials de- 
clined less than 1 per cent. The re. 
maining six major components of the 
Wholesale Price Index rose, according 
to the United States Bureau of Labor 
Statistics. 

In the textile markets buyers contin- 
ued to bid up prices, especially on print 
cloths and sheetings. Steel scrap prices 
advanced steadily throughout the 
country; speculative buying as well as 
purchasing to cover old orders was re- 


ae eas o ss ported from almost all market areas. 
Behind the dial is the heart of your business— your records! ] : . . 
or. ee : Wholesale price averages in the mid- 
Fhink--how could you continue after fire destroyed your noe 

| dle of September generally were be- 


inventery records, accounts receivable, tax records, deeds 
and contracts? How could you even establish proof of 
heat “ . . WHoLEsALE Foop Price INDEX 

loss to collect your fire insurance? 4 out of 10 firms never 

a . J +7 2 ‘ , The index is the sum total of the price per pe 
reopen after losing their records! That’s why your safe foods in general use. It is not a cost-of-living 
is so important! PisieaciWacks eimAna Oe 

\ aupgelige apd 


Se 2 $6.70 High Jan $ 
How You Can Be Sure Of Your Safe : = sa ees 
Aug. 24:. 6.91 Low Dec. t5.. 


Look for the label of the Underwriters’ 


| 


Laboratories, Inc., on your safe. Don’t 
Datty Wuocesace Price INDEX 


Ls 
Ycammameccteoe’ 


trust any safe that doesn’t have it! 


Modern Mosler safes pass their tough- The index is prepared from spot closing prices ¢ 


commodities (1930-1932—100). 
Week 
Ending Mon. Tues. Jed. Thur. 
Sept. 87.. 244.40 245.11 244.06 
Sept. 10.. Holiday 242.44 
Sept. ; 239.26 
. : 238.5 
expect to pay. Find out about it now, & rit ies 
before fire strikes! Fill in the coupon be Mosler ‘'A’’ Label Safe with burglary 
i resistive chest for dual protection 
Ow and mall it nou against fire and burglary Bank CLEARINGS 


ze Mosler Safe c 


(Thousands of dollars 
Main Office: 320 Fifth Avenue 
New York 1, N. Y. 
— a The Mosler Safe Co., Dept. R 
320 Fifth Ave., New York 1, N. Y. 
Largest Builders of Safes Please send me: [] The new free booklet ‘What 
and Vaults in the World You Should Know About Safes.” 


eSt tests with plenty to spare— you can 


depend on Mosler 





There’s a Mosler safe to meet your 








requirements exactly, at less than you'd 


; Permit Vaturs——215 Cities 
—— August te 
19049 
New England 
Middle 
South ¢ 


(1 The Name of my nearest Mosler Dealer 


Name 


Business 
Address 


»741,047 34,350,501 


Builders of the U. S. Gold Storage =a 
Yault Doors at Fort Knox, Ky. City : State 


Total U. § $347.409.808 $275,.3322,931 


New York City.. -- $41,341,128 
Outside N. Y. Cit . $306,068,680 


seeseeeeenesnennneconssnnnncess 
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PRODUCT: EXECUTIVES 


AMERICAN BUSINESS AND INDUSTRY HAVE DISCOVERED THAT 
ADMINISTRATIVE PERSONNEL MUST BE DEVELOPED BY EXPERTS 


Tt ONE TIME, most executives had to reach the 
A top by the slow, hard route of experience 
alone. Even a university graduate acquired his 
business training through practical experience. 

Over the years, as corporations replaced one- 
man ownership, and the “boss” no longer knew 
every employee by his first name, he had to dele- 
gate authority. This called for the services of men 
with a special kind of training and knowledge. 
Where could they be found, or how could they be 
trained? The old method of catching them young 
and letting them learn by experience was too slow 
and costly. They could be hired from the outside, 
but that might tend to break down morale. What 
was the answer? 

The solution became obvious when companies 
considered how they hired professional men. They 
didn’t try to train their own! They combed the 
colleges for additions to their technical staffs. 

The need for men with executive training led to 
the establishment of schools of commerce and busi- 
ness administration in various colleges and univer- 
sities. At about the same time, a group of leading 
educators—headed by Dr. Joseph French Johnson, 
Dean of the School of Commerce. Accounts, and 
Finance of New York University—recognized 
another need. 

They sought a means of providing executive train- 
ing for men already emploved—men with or without 
formal college educations or technical training. They 
knew that such training must be available to the men 
in their spare time, so as not to interfere with their daily 
occupations. They created the Alexander Hamilton 
Institute and its Modern Business Course and Service. 

Broad in scope, the Institute’s Course and Serv- 
ice covers all four basic departments of business— 


jj 
i 
: 
i 
% 





Production, Accounting, Finance and Marketing. 
It provides a thorough groundwork in the funda- 
mentals underlying all business and industry. It 
offers a systematic, time-saving method of bringing 
to any man’s home or office the knowledge and 
training which he needs, but which he cannot 
‘acquire through his experience within a reasonable 
time. When a man has completed this training, he is 
qualified to direct the efforts of others in business, 
and eventually to reach a top executive position. 
The Alexander Hamilton Institute's story is summed 
up ina stimulating 64-page booklet—“ Forging Ahead 
in Business.” A copy is offered, without cost, to any- 
one who is interested. Every business head and am- 
bitious employee within his organization will want 
to read it. Simply send in the coupon below. 








The Business Conditions Service, published to keep subscribers 
abreast of economic trends and business conditions, is a part of 
the Institute’s executive training program. [t indicates the type 
of thinking behind the Institute’s work — the modern approach 
used to fill the constant demand for executive talent. 
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ALEXANDER HAMILTON INSTITUTE 
Dept. 691, 71 West 23rd Street New York 10, N.Y. 
Canada: 54 Wellington St., W., Toronto 1, Ont. 


So SS A Sc A a a ee 
ALEXANDER HAMILTON INSTITUTE 
| Dept. 694, 71 West 23rd Street, New York i0, N.Y. 
j In Canada: 54 Wellington Street, West, Toronto 1, Ont. 


Please mail me, without cost, a copy of the 64-page book — 


“FORGING AHEAD IN BUSINESS” 


RNIN, SG wicie cree ccidi sae Ua eee Ale Canes Khe Oe EE a Se eee P 


i WUNMINAMNG. i:c visit bac cde cc devnndandcsicind Gude bavenndasetnecereetedehem 


AC MAMING ON 6 ong « <.¢-< dace ness seis 9 ‘ 
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“No more looking for the right stamp... 
or running out of the right stamps, and 
running down to the postoftice with a fistful 
of letters you have to buy stamps for, and 
stick on!...1 always took more of a licking 
than J gave—with that glue! Foo! A postage 
meter prints the stamp | need . . . Just press 
the whatzis—and a first edition, every time! 


“No more slopping around with dirty 
sponges or pounding envelope flaps that 
wort play dead. A meter seals as it stamps! 
No more keeping stamps in that tin box— 
and Keeping office chiselers out of it. Now 
the postage is all under the hood, where 
the meter takes care of it—not me! 

“No more getting stuck getting out 


mail every night—almost willing to 








Ta 


cna’ 


Originators of the postage meter . 
makers of mailing INACHINES ..+ 


93 citres in the U. 8. and Canada 


Py ) 
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magic that makes sense tome /” 


marry the wrong guy to get away from it all! 
A postage meter is the working girl’s pal!... 
stamps and seals a flock of letters in a few 
minutes. The darn machine can even count! 

“Jt's modern magic, the kind that makes 
sense to me!” 

Yes...we know you don’t put in a 
postage meter merely to please the girls in 
the office. But the convenience and efficiency 
in handling mail... the postage and transit 
time that metered mail saves... will make 
a meter a real economy in any size office. 
Pleasing the girls is a plus, and not a bad 


idea, either! 
W, . 
HETHER you mail few or many letters 


a day... call or write for iustrated booklet, 
“So You Have No Mailing Problems?” 


PYTNEY-BOWES 


Postage Meter 


PITNEY - BOWES, Inc. 


1509 Pacific $t., Stamford, Conn. 


.- largest 
offices im 
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| tween 8 and ro per cent below the level 
of the corresponding period a year ago. 
On July 15, the latest date for which 
figures are available, consumer prices 
were approximately 3 per cent below 
the similar period in 1948. The Con- 
sumers’ Price Index (U. S. Bureau of 
Labor Statistics) has declined less from 
a year ago than most wholesale price 
indexes chiefly because rents, which 


theoretically comprise 20 to 25 per cent 





of consumer expenditures, have risen 


steadily for some timc. 

Se uf Commercial and indus- 
FAUMUKES rial failures in August 
rose to 810 or 13 per cent above the 


previous month. Casualties were 85 
per cent more numerous than in 


Tue Far-ture Recorp 






Aug. July A P Ce. 
1949 1949 1945 Chge.t 
Dun’s FAmture ]NDEX* 
DNase 2655-520 cee 33.5 32.2 10.0 + 91 
Adjusted ...ccccccesccce 38.1 34.6 22.3 + 71 
NuMBER OF FAILURES..... 810 719 430 + 8 
Nemerer py Size or Deat 
UNDER $5,000....-.+6 162 163 
$5,000-$25,000 ....... 404 351 
$25 ,000-$100.000 . ....- 186 167 
$100,000 and over...... 58 38 





y Inpustrry Gre 





* Apparent annual failures per 10,000 enterprises, former- 
ly called Dun’s INso_tvency INDEX. 
+ Per cent change of August 1949 from August 1945. 


Faivures By Divisions oF INDUSTRY 





' oe Sy 
—Numbersy -Liahilitiess 
(Current liabilities in Jan.- Aug. Jan. - Aug 
t rsanad dollars) 1949 1948 194 1938 
; = whos 66.024 
MINING, A(ANUFACTURING, .. 1.569 17 109.1 N04 
et ee aaa 





45 14 
Is 187 1 15,710 37 
rel, 232 105 12,169 = 2,901 
ts. 2357 180 14 i 
AP oF 37 4. 
hucts 48 30 =—«,705 
tS. 63 44 2,432 
ts 27 23 2,088 2,031 
. 1 5 8.516 
MACHINE!Y « scsvencrsav este ror = 153 14,500 10.244 
T I iI t 60 5 + 
N € Ba See acs 5s ae 73 18 t E27 






or is aA Dr 
Motor Vehicles, I 
Miscellaneous « « 






Eating, Drinking Plac 


Drug Stores. . sess 





Miscellaneous . .....+ee08 ‘ 
CGONSERDETION ....0...505405.. S14 261 16,932 10,022 
— — —— 
’ : = . fa 
General Bidz. Contractars.. 20g a5, 10,230,202 
Building Sul t 282 139 «4,000 2 
Other Cor 3 17 2,046 1,09) 
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Through the magic of 


| ...YOU CAN RECORD 


DOCUMENTS PER MINUTE 


gives you greater speed. Your documents are record- 


ed instantaneously —as fast as they are dropped into the 


Recordak Microfilmer. 66 or more per minute when you feed 


by hand . . . and 100 or more per minute when the new 


Recordak Automatic Feeder is employed. 


It gives you greater accuracy. No transcription errors ... 


no confusing abbreviations—ever!—on your Recordak Micro- 
film records. Every detail is there—recorded with photographic 
accuracy and completeness . . . can be read conveniently — 


enlarged sharp and clear in the Recordak Film Reader. 


It gives you greater protection... important space-savings. 
Your microfilm records can’t be tampered with or altered 
without detection. And they're so compact you can file them 
at your finger tips—or vault-store them—in just 1% of the 


space required for the bulky paper origitials, 


e ss 
‘Recordak” is a trade-mark 





Recordak microfilming... 


OVER 60 LETTER-SIZE 





Just see how you can increase record-keeping efficiency 
—all along the line—with Recordak microfilming 


originator of modern microfilming—and its application to business systems 
















It gives you all of these advantages at surprisingly low 
cost. Imagine being able to put 7.000 letter-size documents 
on a $3.90 roll of microfilm. A roll of microtilin, by the way, 
that’s no larger than the palm of your hand. 
1 1 1 
Because Recordak microfilming 
increases efficiency in this man- 
ner, it has been adopted by thou- 
sands of concerns in 65 different 
types of business. Write today 
for complete information — the 
chances are you can profit, too. 
Recordak Corporation (Subsidt- 
ary of Eastman Kodak Company), 
350 Madison Ave., New York 17, 
New York. 


SRELORDEK 


(Subsidiary of Eastman Kodak Company) 
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Here is your opportunity to get a building engineered 
to your requirements at a standard stock building price. 
With our exclusive Rigidsteel design there are no limita- 
tions as to the location of balconies, conveyors, or 
equipment peculiar to your operation. You get clear, 
unobstructed headroom with aisles in any width, length 
or height. Yet many leading companies have found that 
McCloskey Buildings are unusually economical to erect 


and maintain. To learn how you can get a building 


designed especially to your needs at a saving send for 
your copy of “The McCloskey Story.” Write or wire to- 
day to the McCloskey Company of Pittsburgh, 3402 
Liberty Avenue, Pittsburgh 1, Pa. 








August 1948, more concerns failed than 
in any other August since 1941 when 
954 businesses succumbed. The failure 
rate, adjusted for seasonal variation 
and extended to an annual basis in 
Dew’s Faivure Invex, rose to 28 per 
10,000 concerns in operation. Repre- 
senting a post-war peak, this rate com- 
pared with 22 per 10,000 in August a 
year ago and 71 in the similar month 
in 1940. 

Liabilities increased to $31,175,000 in 


| August, the heaviest volume since 


April. Over twice as large as in the 
same month of 1939, liabilities reached 
the highest level for any August since 
1933. 

Failures are usually heaviest among 
new concerns. In August businesses 
begun in the post-war period accounted 
for two out of three casualties. One- 
eighth of the failing concerns were in 
their first year of operation, while one- 


| sixth were started during the war years. 


All industries and trades except con- 
struction showed an increase from the 
previous month in the number of fail- 
ures. There was a sharp increase in 
the steel industry where 18 manufac. 
turers failed as against 8 in July and 
3 in August a year ago. All retail lines 
except furniture stores, drug stores, and 
eating places had more failures than 
in the preceding month. The sharpest 
relative increase from a year ago oc- 
curred in the automotive line. A mild 
dip was reported in the construction 
field among subcontractors, while little 
change occurred in the commercial 
services, 


Apologies to Charleston, S. C. 


Our RED-FACED associate editor, in his 
September article, “Riding High in the 
New South,” illustrated his itinerary 
with photographs made enroute. A 
transposed caption erroneously identi- 
fied an old mansion on the Battery with 
the Hibernian Society Building on 
Meeting Street and the distinction be- 
tween the old Citadel building shown 
and the new establishment on the east 
bank of the Ashley should have been 
made clear. 

This editor now hopes for an assign- 
ment in which he can make amends 
and tell the Dun’s Review readers more 
about Charleston—perhaps around the 
time the Middleton Magnolia and 
Cypress gardens are in full bloom. 











- TWO WAYS ? 
: TO CUT PF. 
: OFFICE COSTS ~ 
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Both PLUS models are available in several 
sizes and with special settings for adding 
time, weight, measure or foreign currencies. 
Work like a flash—just press the key and 
there’s your answer! 


Key-drive means speed—PLUS key-drive 
means economy. 


At PLUS’ low prices, you can afford to 
mechanize figure work and get the speed 


that means minutes saved and money saved. 


Mail the coupon! The few pennies tt will cost 


[er 


eee ee ee ee ee ee oe ee ee ee 


you may save you many dollars! 


Vo dest kip bs > aaa Gel C2 


PLUS COMPUTING MACHINES Inc, 


37 Murray Street, New York 7, N. Y. 
Subsidiary of Bell Punch Company «+ Est. 1878 


yaPoLuUS: 


Write for name of PLUS Distributor near you 


Dun's REVIEW 








1— Revolutionary PLUS® Part-Keyboard 


fast, efficient, economical little 
key-drive machine to handle the addition which 

ts 75% or more of all figuring done in most offices. 
Subtracts and multiplies, too, of course! 

Weighs only 6 to 12 pounds, can be moved and 


used anywhere. Carrying case available. 
Priced as low as $120.00. 

Vad 

o/, 2 — Dependable PLUS Full-Keyboard 

| 

| 2 

aa fast, efficient, economical for 
more complicated figure work as 


well as addition. Designed for easy handling, 


weighs only 14 pounds in 9-column, total 10 


Z model. Carrying case available. 


é Costs only $340.00. 











ee Oe Bd Dept. 349, 37 Murray St., N. Y. 7 








Please send me, free, descriptive booklet. 
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LEASING 
Your Salesmen’s Cars Annually 
Costs Less than Ownership 


The R. A. Company, pioneers in fleet automobile leasing NA- 
TIONALLY, can solve your problem of cars for your sales- 
men and, at the same time, reduce your Company’s sales costs 
materially by supplying new cars now on an annual basis, pay- 
able monthly. 

Over one hundred national companies are now furnishing cars 
to their salesmen under our Leasing Plan. 


Features and Advantages of Interest: 
(A) Company and salesman are relieved of a large capital invest- 
ment and finance charges. 


(B) A brand new automobile furnished annually for business or 
pleasure, thus assuring too per cent transportation at all 
times. 


(C) Leasing charge is operating cost, hence TAX DEDUCTIBLE. 


In addition, there are included under our plan all costs that 
enter into the operation of cars except gasoline and oil. 


If your company has ten (10) or more salesmen contacting their 
trade by automobile, kindly write for free brochure of our 
Leasing Plan. 


THE R. A. COMPANY 


(Pioneers in Fleet Automobile Leasing Nationally.) 
The first advertisement of The R. A. Company in 
Dun’s Review appeared in the issue of April 1940. 


4038 Chestnut Street 
Philadelphia 4, Pa. 
(Tel. Evergreen 2-0400) 


Jack Egan 
122 East 42nd Street, New York 17, N. Y. 
(Tel. MUrray Hill 3-9653) 























Keys to the Foreign Market 


LATIN AMERICA SALES INDEX, Vol. X 
A comprehensive listing of 29 markets, including the West Indies, Puerto Rico 
and the Virgin Islands, all of Central America, Mexico, and South America, 
containing 150,431 names, with full line of business and financial ratings. 


INTERNATIONAL MARKETS: 
A Bulletin issued monthly which lists hundreds of inquiries from overseas 
companies interested in buying from, selling to, or obtaining agency connections 
with United States manufacturers, exporters, and importers, Articles and sta- 
tistics on exports and imports. 


APPROACH TO LATIN AMERICA MARKETS 
Free Booklet containing marketing data on 29 Latin America countries. 


For further information on any of these services, write to 


Foreign Sales Division 


DUN & BRADSTREET. INC. 


326 BROADWAY NEW YORK 8, N. Y. 
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leet Shufl | 


Buds of the cold light burst 


On the sleek 





And spinning cheek of metal 
| ; 
| And rainbow petals fall 


Into a shadow’s shawl. 


Little suns perch like birds 
Searching the flaw 


With claws of feathery fire 





But neither briar nor talon cling 


To the elusive thing 


| Stars burn in the frosty glare 

Of the cylinder 

Turning above the man whose 
thought 


Is caught in the infinite tangles 





Of light sweeping in curves and 


| 


angles. 


Sound is better than sight 

Measuring the thrum 

Of power that comes with time in its 
flight; 

The eye has more than its fill, 


Of steel moving, yet still. 


A. M. SuLtivaN 
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HERE 
and 
THERE 


Rotogravure—Two developments 
instrumental in speeding up the pro- 
duction time and cutting the cost of 
rotogravure printing are announced 
by the American Type Founders. One 
is the ATF-Klingrose cylinder proof 
press; the other, the ATF-Henderson 
etching equipment which facilitates 
the production of rotogravure cylinders. 

With the Klingrose rotogravure 
proof press, a proof of the cylinder can 


be pulled before it is mounted on a pro- | 
. . | 
duction press, offering the same advan- 


tage as in letterpress printing and 
lithography. The proof can be taken 
while the cylinder still is in copper, the 
cylinder etcher simply sending the 
printer a proof and delaying the chrome 
plating until the printer’s okay is re- 
ceived. This avoids tying up a produc- 
tion press and it avoids the expense 
and delay in shipping and reshipping 
cylinders between printer and etcher. 

The proofs from the new press show 
the printer the correctness and com- 
pleteness of copy and design, evenness 
of color, proper positioning, overlap 
or underlap, and, in the case of mul- 
tiple colors, evenness of register. This 
obviates risky and expensive dechrom- 
ing of cylinders. 


Storing Foods—To remove odors 
in walk-in coolers, an activated carbon 
unit known as the “Food-Saver” is pro- 
vided by the W. B. Connor Engineer- 
ing Corporation, New York. This is 
an adaptation of the activated carbon 
devices which the company manufac- 
tures for removing industrial and other 
odors. 
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BUSINESS IN MOTION 








Sh assis CorLbeaguee om Pe yp rere non 


Millions of small electric motors to run 
on six volts are required by the automo- 
tive industry for heaters. defrosters and 
ventilators in cars and trucks. One of the 
problems encountered in economical 
manufacture of reliable motors was found 
in the commutator, which is the part 
that feeds current to the windings of the 
rotating armature. It is necessary for the 
commutator to have high electrical con- 
ductivity; it must also be as hard as pos- 
sible, consistent with very severe form- 
ing operations in an automatic, high- 
speed multi-slide machine. Hardness is 
desirable to resist wear by the motor 
brushes, and also to withstand the cen- 
trifugal force devel- 


mutator. For the same reason, an equal 
tolerance is imposed upon the height of 
the solid cylindrical portion. The plastic, 
which is tough and unusual in composi- 
tion, serves both as insulation and as a 
mechanical connection between com- 
mutator and shaft without use of a bush- 
ing and key. 

The success of this combination has 
been repeatedly demonstrated by tests. 
Speeds up to 35,000 r.p.m. have pro- 
duced no failures in the commutators, 
though the rotor windings practically ex- 
plode. At temperatures up to 400° F. 
there was no damage to the commutator, 
though the rotor wiring was badly dam- 
aged due to the com- 





oped at high rota- 
tional speeds. 

A manufacturer of 
these commutators 
came to Revere with 
these questions: which 
is the best material, 
and how hard could 
it be? Because of long 
experience with some- 
what similar prob- 
lems, Revere rec- 








bination of centrifugal 
force and decrease in 
wire strength. Thus 
once again the su- 
perior qualities of 
OFHC copper have 
been demonstrated. 
Two things seem 
noteworthy in this 
case. First, the value 
of calling upon a sup- 
plier for not merely a 








ommended trial of 

OFHC (Oxygen-Free High Conductiv- 
ity) copper, four numbers hard. This 
was tested along with several other 
metals that seemed to possess at least 
some of the desired characteristics. The 
OFHC alone was found to produce ex- 
cellent commutators, and with tolerances 
almost unbelievably close in this type of 
metal-working. 

After the copper shells are formed, 
there is a plastic molding operation 
which requires the shell diameter to be 
held within .001”, in order to prevent 
the plastic from flowing between the 
mold and the outer surfaces of the com- 


product, but for his 
thorough knowledge of that product. Sec- 
ond, the fact that such knowledge makes 
possible new economy and reliability, even 
in combination with a totally different 
material. The supplier here happened to 
be Revere, and the materials are copper 
and a plastic. But the materials might 
have been anything, and the suppliers 
anybody, for throughout industry the 
skill and knowledge of sellers are freely 
available to buyers. All that is necessary 
for you to take advantage of them is to 
ask, and at the same time furnish com- 
plete information as to fabrication 
methods and conditions of use. 


REVERE COPPER anv BRASS INCORPORATED 
Founded by Paul Revere in 1 801 
x & 


Executive Offices: 
230 Park Avenue, New York 17, N. Y. 
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**OUTSIDE'' 
CALLS 
HERE 


INSIDE’ 
CALLS HERE 








KELLOGG Setect-O-PHone 
HANDLES ALL INSIDE CALLS— 


“Prees TRUNKS FOR BETTER 
CUSTOMER SERVICE 


Your telephone bill is one of your big items 
of overhead that you can reduce to a minimum 
by owning your own Kellogg Select-O-Phone 
System to handle all “inside” calls. With Select- 
O-Phone you eliminate rental expense on all 
*phones not needed to make or receive “‘outside’’ 
calls. 

By clearing the switchboard of all inside calls, 
Select-O-Phone keeps outside lines open. Custo- 
mers don’t get the ‘‘busy’’ signal—they get the 
person they want to talk to. One operator can 
handle twice as many outside calls, or have time 
for other work. 

Too, Select-O-Phone eliminates 
toll calls and unnecessary outside personal calls. 


unauthorized 


Select-O-Phone gives instant dial service for 
5 to 48 desks. You can hold an office conference 
by telephone .. . dial any or all persons on 
the system. 


NO INTRUSIVE 
LOUDSPEAKERS 


Every conversation is pri- 
vate. Easy to install 
move and expand. Any 
electrician can do it. 


Ho OMAIL THE COUPON TODAY 
| | 
| 








SELECT-C-PHONE DIVISION 

Kellogg Switchboard and Supply Company 
6674 South Cicero Avenue 

Chicage 38, Illinois 

Please send full information on how Select-O- 
Phone cuts telephone costs and pays for itself. 


Nome. 

Company. 
a 
City. Sane eae 
| State. 
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| The refrigerator odor absorber has 
the dual purpose of keeping the air 
sweet and clean and preventing the 
| transfer of flavors between foods. Thus 
| pungent foods can be stored with foods 
which are receptive to such odors. 
The Food-Saver consists of two per- 
| forated metal cannisters which contain 
the filtering material, a small blower, 
and a motor. Air is drawn through 
the cannisters and recirculated odor- 
free. A single unit, which is but 18 
inches long, is adequate for boxes up 
te 1,000 cubic feet; larger boxes may 
require several. 


Elevator Service—To secure a na- 
tional standard of service which will 
make courtesy and convenience to pas- 
sengers a recognized feature wherever 
buildings are equipped with elevators, 
20,000 copies have been distributed of 
An Elevator Operator's Manual. This 
was published by the National Asso- 
ciation of Building Owners and Man- 
agers whose members are responsible 
for the operation of approximately 
20,000 elevators carrying more than 

| 18,000,000 passengers daily. 

| The pocket-sized, 16-page manual 

| provides explicit instructions as to how 

| to transport elevator passengers in the 

| safest, most efficient, and courteous 
manner. It likewise discusses the per- 
sonal appearances of operators and 

| starters, and instructs them in the nice- 


ties of helping passengers avoid incon- 
veniencing one another. 


Color Harmony—A new presenta- 
tion of the color system developed by 
the noted German chemist and psy- 
chologist, Dr. Wilhelm Ostwald, is 

Continued on (page 39) 





Tue BARoMETERS 


The Dun’s Review Regional 
Trade Barometers, including back 
figures by months from January 
1939; by years from 1935, adjusted 
for seasonal variation, together 
with additional material, are avail- 
able in pamphlet form. They mea- 
sure consumer buying for 29 regions 
of the United States and for the 
| country as a whole, aiding sales 
| executives in analyzing sales and 
adjusting quotas. 
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|Brandied FRUIT CAKE 


With loads of glaced fruits and choice nuts—mellow 
old brandy and fine sherry—these dark fruit cakes 
delight everyone. You'll love them too! Pliofilm 
inner-wrapped. Shipped to you or individually 
to list. THE DARK CAKE—1% Ib., $2.05; 3 Ib., $3.82; 5 Ib, 
$6.02; 3 Ib. with brandied hard sauce, $4.57. A LIGHT CAKE 
—2 Ib., $2.25. PUDDINGS—(Plum, Fig, Fig-and-Date) 2 Ib, 
$1.65 ea. BRANDIED HARD SAUCE—10 oz., 75¢; CINNA- 
MON TOAST SPREAD—10 oz., 69¢. West of Denver, add 
10c per pound. Send check or money order. 


HOENSHEL FINE FOODS, 1010 Hancock St., Sandusky, Ohio 
Largest Individual Maker of Fruit Cake in the World, 











EVERYBODY'S 
SANTA CLAUS! 





... of every kind... personal... 

imprinted... National brands at 
SPECIAL 

INDUSTRIAL DISCOUNTS! 


AWARD INCENTIVES, Inc. 


160 BROADWAY, NEW YORK 7,N. Y. 
Digby 9-1991 


Our Salesman...is as close as your phone 











40,858 MANUFACTURERS 


DUN’S REVIEW REACHES 
THE PRESIDENTS AND 
TOP EXECUTIVES OF 
40,858 MANUFACTURERS 


| GI@p) 


| KLERS 

















An automatic FIRE ALARM is 
a feature of the GLOBE Sprinkler 
system. It operates while the 
sprinklers are extinguishing the 
FIRE. Install this system. Why 
depend on a passerby for a mid- 
night FIRE alarm? 

GLOBE AUTOMATIC SPRINKLER CO. 


NEW YORK... CHICAGO... PHILADELPHIA 
Offices in nearly all principal cities 


THEY PAY FOR THEMSELVES 
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See what you can do with your present equipment... 


... AND 
Kodagraph Autopositive Paper 


You can produce positive photographic 
copies directly from all types of originals 
—without a negative step, without 
darkroom handling. Simply expose this 
revolutionary new paper in your direct- 
process or blueprint machine . . . develop 
in standard photographic solutions. You'll get sharp, reproducible 





“masters” . . . with dense, ink-like lines on a durable, evenly 
translucent base. Intermediates . . . that are of original quality, 
or better . . . that produce sharp, clear blueprints and 


direct-process prints at uniform, practical machine speeds 
... that are photo-lasting in the files. 


... AND 
hodagraph 

Contact Paper 

Kodagraph Contact Cloth 


Kodagraph Contact Paper assures improved 
results, lowers production costs with anv tvpe of 
contact photocopier. It reproduces your office work 
or drawings in dense photographic blacks, brilliant 
whites . .. on a non-curling, high-quality paper base. 
Kodagraph Contact Cloth gives you reproductions of 
maximum durability. Its highly translucent white base 














assures fast, even printing in 
the production of blueprints 
or direct-process prints. 


Kodag raph Reproduction Materials 


You can do more... 
as you can see, simply by using 
Kodagraph Reproduction Materials in your present reproduction 
equipment. You'll find, too, that production is easier, surer . . . more 
economical than ever before . . . because these new photographic 
papers and cloths have extremely wide latitude . . . and amazing 
uniformity—from sheet to sheet, roll to 
roll, package to package. 
It will pay you to get all the facts 







—soon! 





Kodagraph Projection Papers 
Kodagraph Projection Cloth 


Eastman Kodak Company 
Industrial Photographic Division 
Rochester 4, N. Y. 

Please send me a copy of “The Big 
New Plus”—your booklet about Kodagraph 
Reproduction Materials. I have (1 direct process 
O blueprint CL] contact printing (J projection printing equipment. 


Here’s versatility you'll appreciate when 

making change-of-scale prints in your 

enlarger, process camera, or projection 

printer. You can use Kodagraph Projection Paper 

-.. Which allows plentiful safelight illumination, 
ample time for dodging. Or Kodagraph Fast Projection 
Paper, which gives you maximum printing speed. 























--------------------5 


When intermediates of maximum durability are Name 
desired, you can get them by using Kodagraph aicaicigs cd 
Projection Cloth, which has the same physical ees 
characteristics as Kodagraph Contact Cloth. Company 
EASTMAN KODAK COMPANY Street 
Industrial Photographic Division 
City. 
Rochester 4, N. Y. 
Zone State TRADE-MARK 











Westinghouse 


KCucucarl Lamys 





Since the war, Westinghouse 
has scored 35 firsts 


in producing new and 


improved light sources 
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$ LONG! 


oo e YET COST NO MORE! 











SAVE THIS — one lamp now lasts 
as long as 3. 


(a eT, 


LAMP COSTS 
_TIME SPENT REPLACING BURNED OUT LAMPS 


L 
SAVE THIS — lamps need be re- 
placed only '4 as often. 




















Since then they have been under strenuous life tests 
—tests that cannot be hurried. Now the results are 
in and they prove that Westinghouse lamps last three 
times as long as before! Lamp Division, Westinghouse 
Electric Corporation, Bloomfield, New Jersey. 


Now Westinghouse fluorescent lamps will last 214 
years in average store installations . . . 3 years in 
average one-shift office or factory installations. 
This amazing increase in life was engineered into 
Westinghouse fluorescent lamps many months ago. 


Bol) moy-Y\ i :) 10) 2 | 


Westinghouse 
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Toke it trom Bing- 
“its the thing”! 


THE REVOLUTIONARY 
DICTAPHONE TIME-MASTER ! 








When Paramount decided to produce TOP 0° THE 
MORNING, its delightful new hit, Bing Crosby, Barry 
Fitzgerald, and Ann Blyth were perfect choices for the 
leading roles. 

And... when the script called for the repeated use 
of a dictating machine, Paramount made another per- 
fect selection in the amazing Dictaphone TIME-MASTER! 

In TOP 0’ THE MORNING you'll discover that the 
TIME-MASTER is ‘‘a type of miracle. A small thing and 
Mulqueen’s (Crosby’s) voice coming out of it as clear 
as an April day.” Sure and it’s that and more. 

For the TIME-MASTER is not Just another new dictating 
machine—it’s an entirely new conception of dictating 
convenience and efficiency made possible by the revolu- 
tionary Memobelt! 


Bing, like everybody else, was amazed at the Memo- 
belt. It’s a pliable, plastic recording medium so small 
you can mail 5 of them in an ordinary envelope. 


Each tiny Memobelt record takes a full 15 minutes 
of crystal-clear dictation. Yet, the Memobelt is so in- 
expensive that you mail it, file it or transcribe it and 
throw it away after only one use. 














0 ene nn ee — 
Dictaphone Corporation | 
Dept. B59, 420 Lexington Ave., N. Y. 17, N. Y. 

DO Please show me the new TIME-MASTER. | 
C Please send TIME-MASTER literature. | 
Your Name | 
c rv 7 | 
Street Address | 
City & Zone State | 


Cee ae ae ae ae ee 
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No wonder the TIME-MASTER has caught the imagination 
of executives everywhere who never before would use any 
dictating machine. Only 414" high and letterhead size 
(barely a chip off the Blarney Stone) it’s the perfect partner 
for every businessman who has the gift of gab—and every 
businessman who hasn’t. 
Secretaries have a “Top O’ The Morning” feeling when 
they use the TIME-MASTER. Its simplicity and the Memo- 
belt’s clarity have changed their psychology about dictating 
machines. (Who doesn’t like to get work done faster and 
with less effort?) 
Anybody who dictates a little or a lot needs a TIME- 
MASTER. Never before has there been so quick, so easy. so 
inexpensive a means of getting your thinking on paper. 
For a free demonstration in your own office, call your 
local Dictaphone representative or mail coupon. 


Only the Dictaphone TIME-MASTER offers all this: 
1. Streamlined beauty, only 414" high, letterhead size. 

2. Uniformly clear recording and reproduction. 

3. Uniform back-spacing, rapid place-finding. 

4. Simple, automatic, foolproof operation. 

5. Lowest cost plastic medium—one-time use Memobelts. 
6. Nationwide service, Dictaphone dependability. 


DICTAPHONE 
Electronic Dictation 


Only Dictaphone Corporation makes Dictaphone* Machines, 
(*Reg. U. S. Pat. Off.) 
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contained in the third edition of the 
Color Harmony and Standardization 
Manual, published by the Container 
Corporation of America. 

This is a tool for those who work 
with color in the fields of business and 
education. It illustrates the scope of 
surface colors, demonstrates color rela- 
tionships, and presents a carefully pre- 
pared and recorded set of standards. 

The new edition contains important 
modifications over the two earlier edi- 
tions. Experience indicated that extra 
steps were needed between some of the 
680 colors in the previous presenta- 
tions. The Container Corporation of 
America filled in these gaps with 263 
new colors. These extra colors were 
selected on the basis of their general 
industrial usefulness; they are notated 
in accordance with the Ostwald un- 
abridged method of color netation. 

Other new features are six extra hue 
charts for better coverage in the yellow, 
blue, and red regions. There likewise 
are extra near-gray shadow series, extra 
equal-black series, and a new gray 
scale holder, while duplicate chips for 
the full 30 colors are included with the 
hue circle chart for convenient refer- 
ence. Two work charts are provided 
for experiment and study. 


Travelling Exhibit—The problem 
of how to readily take moderately 
heavy machines to the principal cities 
of the United States for purposes of 
exhibition to potential customers and 
for educating dealers’ salesmen has 
been solved by the Diamond Machine 
Tool Company, Los Angeles. A Dia- 
mond Multi-Max punch press of 30 
tons rated capacity has been mounted 
on the platform of a 1!4-ton truck. 
Also mounted on the truck is a 9-ton 
bench press and a milling machine. 
A company representative travels with 
the exhibit. 


Future Workers —Depending large- 
ly upon local labor and facing strong 
competition from the nearby New 
York City labor market, the Cartons 
Division of the Robert Gair Company, 
Piermont, N. Y., is making a vigorous 
appeal to the public school pupils in 
its home county. Circulated in each 
high school and vocational school is 
the pamphlet Let’s Look at JOBS FOR 
YOU in the Paperboard and Folding 
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Counts 






automatically, fast! 


Checks, cash, coupons...tickets, tabs, transfers... or 
practically any paper form ...can be precisely counted by the 
Tickometer ...at speeds of better than eight hundred a minute 
—five times faster than manually! 

And the Tickometer not only counts but imprints, too, if 
desired ... feeds and stacks automatically ... records both full 
and partial runs on tamper-proof registers. 

Already in use in hundreds of banks 

and utilities, stores and industries, 
transportation and amusement companies 
..-where fast, accurate counts are essential 
... the Tickometer saves time and trouble 
anywhere currency or paper forms are 
counted! For full facts, call or mail coupon 
below for illustrated booklet and list of 
firms—large and small—where the 
Tickometer is now in use. 










Pitney- Bowes 


TICKOMETER 


Counting and Imprinting Machine 


Tey 


Made by the originators of the postage meter... 
offices in 93 cities in U.S. and Canada 


PItTNEY-BoweEs, INc. 
1511 Pacific St., Stamford, Conn. 


Please send illustrated Tickometer booklet to: 


7~ 
rN 
ra om 


3) 


Name = 








) | a 
Address Retire 
City 








State 
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a sound plan for 





financing 
d refinancin 


When you want to 
expand your business, a 
basic problem is HOW 

to get adequate capital at 
minimum cost. The 
road to the capital market 
is full of stumbling 
blocks, the greatest of 
which are the many 
procedures and regula- 
tions involved in issuing 
securities. 


That’s where EBASCO can help you 


é Epasco’s financial consult- 
e arits are specialists in this 
field. In the past few years 
they have assisted clients 
in obtaining capital in amounis 
totaling more than $1,400,000,000. 
Your particular problem is stud- 
ied aa» financing plans developed. 
Advice is rendered on appropri- 
ate methods of financing, how to 
file and prepare your registration 
statement, how to prepare the 
diverse material required by the 
SEC, how to find the proper 
underwriters of securities, and 
how to time the marketing of the 
securities. 

Not only.do you have a sound 
plan for marketing your securi- 
ties, but your executives are un- 
encumbered .by the details of 
financing and are able to handle 
their regular duties with a mini- 
mum of interruption. 

Epasco’s financing specialists 
will be happy to outline their 
services at your request. There 
is no obligation for preliminary 
discussions. Feel free to call on us. 


. 


EBASCO 


SERVICES 


INCORPORATED 


RS * CONS> 
st a 
2% 


* 

Two Rector Street ia a % 
= 

New York6,N.Y. Pla , 


¢, > 
‘x » 
28s consv>* 


Appraisal - Budget - Business Studies - Consulting Engineering 
Design & Construction - Financial - Industrial Relations 
Inspection & Expediting - Insurance & Pensions 
Purchasing - Rates & Pricing - Research - Sales & Marketing 
Systems & Methods - Taxes - Traffic 


E. 
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Carton Industry (32 pages, 84% by 11 
inches). 

The leading industry in Piermont, 
the Gair Cartons Division employs 
3,000 people, 95 per cent of whom live 
within 10 miles of its plant. The book- 
let was prepared with the objective of 
inducing pupils to consider upon grad- 
uation the opportunities existing in the 
Gair plants. 

Emphasized is the relationship be- 
tween pupils’ studies in the high 


schools and vocational schools and the 


vocations which it is possible to follow 
in the paperboard and folding carton 
industry. The pamphlet was localized 
by inserting the names and home com- 
munities of the various workers whose 


pictures appear. 


Facilities for the Retired—Offices 
for its retired executives are provided 
by the Peabody Coal Company, Chi- 
Facili- 


ties furnished are a reception room, 


cago, miners and wholesalers. 


desks, telephones, and _ secretarial 
workers. 

This permits the retired executives to 
sever their connections gradually or to 
continue them at their pleasure. The 
offices can be used for personal busi- 
ness, but without being placed under 
any obligation to Peabody, the execu- 
tives’ mature judgment is available to 


| the firm. 


Eye Protection—Some of the more 


| dangerous aspects of workmen getting 


chemicals and other foreign matter into 
their eyes are eliminated through a new 
eye wash fountain manufactured by 
the Haws Drinking Faucet Company, 
lserkeley, Cal. 
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PENDAFLEX® 


hanging folders 
Even in your own cabinets, 
Pendafiex hanging folders 
cut filing-and-fn ing time 
in half! Just empty the 
cabinet drawer, set the 
Pandaflex frame in it, and 
hang the Pendaflex folders 
on the frame. Gone are 
slumping, sagging files. In- 
stead, every folder and its 
contents are so easy to find, 
you'll wonder how you 
ever managed without this great filing convenience! 
TODAY! Drop us a card for the name of 
nearest dealer! 


Oxford FILING SUPPLY CO., INC. 


Garden City, N. Y. 


> 
A it's suspended 
not supported vy 














The Confident Salesman 
Carries His Territory 
... Right in His Pocket! 


Salesmen need names, but they need a 
lot more than names. They need sales 
facts that will help them make the most 
effective use of their time . . . up-to- 
date sales facts about prospects and cus- 
tomers that will help them decide where 
to go, whom to see, and how much to 
sell. And that’s the reason why the 288,- 
000 new names in the July, 1949 State 
Editions of the Reference Book are im- 
portant . . . because each listing includes 
the name of the new concern, the line of 
business in which it is engaged, and its 
indicated purchasing strength. 


Twice a year, Dun & Bradstreet pub- 
lishes 56 State Editions for salesmen. 
These convenient 5 x 7-inch books make 
it possible for the salesman to carry his 
sales territory with him wherever he goes, 
helping him uncover new prospects or in- 
creasing sales to come of his current 
customers whose purchasing power has 
improved. 


DUN & BRADSTREET, Inc. 


Offices in Principal Cities 
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One model comprises a fountain 
with two angle stream heads which, 
at a twist of the control valve, direct a 
double stream of water into the eyes 
for diluting and washing away the for- 
eign matter. Another model combines 
the fountain with a high-volume 
shower whose drenching spray washes 
away chemicals before they can pene- 
trate the clothing.» The fountain is 
operated through a foot treadle while 
a metal pull cord controls the shower. 


Press Safeguard—Designed to pro- 
tect the operators of power presses is 
a non-repeat device marketed by Sear- 
jeant Metal Products, Inc., Mendon, 
N. Y. 

Adaptable to both the small bench 
type and the large floor press, the safety 
mechanism acts as a secondary clutch. 
The downward stroke of the press ram 
releases the safety clutch which per- 
mits the upper portion of the treadle 
to disengage the primary clutch on the 
press flywheel. If the operator should 
continue to hold the treadle down, the 
press will not repeat its operation until 
the operator has returned the treadle 
to the “up” position which re-engages 
the clutch of the non-repeat contri- 
vance. This safety device may be 
quickly installed on any press. 


Shopping by Television—Com- 
panies advertising by television now 
can partially gage consumer reaction 
through an order form for consumers 
known as “C-Mail.” 

This was originated by Sterling E. 
Norcross, Bloomfield, N. J., as a stand- 
ardized national order form for all 
kinds of merchandise, whether adver- 
tised over the air or in newspapers and 
magazines. During the past year Mr. 
Norcross has actively promoted it for 
television. 

Several stations now are using it as 
follows in connection with their shop- 
ping program. Members of the tele- 
vision audience are invited to write in 
for a kit which contains a supply of the 
C-Mail forms. Similiar to the wartime 
V-Mail, the forms are addressed to the 
television station or advertiser on one 
side and may be folded and sealed to 
torm an envelop. The conductor of 
the program has a blackboard whose 
surface presents a format similar to the 
C-Mail sheet. As they describe a prod- 
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F so, oUR CoMMERCIAL FINANCING 
PLAN offers you a practical solution 
because it provides SUBSTANTIALLY 
MORE CASH than is available from usual 
sources. 
These funds are available as you need 
them. You can increase or decrease the 


- amount according to your varying needs, 


and you pay interest only on funds you 

actually use from day to day. Our plan 

is AUTOMATIC, CONTINUING. Renewals, 

calls and periodic clean-up of obligations 

are eliminated . . . an important factor 

for long-range planning. 

@ Our plan is quick, simple, confidential. 

@ It does not change your accounting 
methods. 

@ It does not disturb your customer 
relations. 

@ It does not interfere with manage- 
ment or dilute control. 


PASSING UP PROFITS | 


because your company 
lacks sufficient cash? 








Manufacturers and wholesalers are 
using this plan at the rate of over 
$200,000,000 annually. It is providing 
the extra cash needed to step up sales, 
merchandising and advertising activities 

to buy new equipment or effect 
other operating economies . . . to redesign 
old products or launch new ones... to 
carry inventory and accounts receivable 
... to take cash discounts and buy advan- 
tageously to make other moves 
needed to operate successfully in a com- 
petitive market. 


IF YOU NEED MORE MONEY 
TO MAKE MORE MONEY, it 
will pay you to read this 
book. Phone or write the near- 
est Commercial Credit Cor- 

° eps . Operating 
poration office below. A copy Cash 
will be forwarded promptly 


and without obligation. 





COMMERCIAL FINANCING DIVISIONS: Baltimore 2 = New York 17 = Chicago 6 


Los Angeles 14 ® San Francisco6 ® Portland 5, Ore... 


and more than 300 other 


financing offices in principal cities of the United States and Canada. 


fo} 


~ COMMERCIAL CREDIT 
COMPANY 


Capital 
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and Surplus $100,000,000 
BALTIMORE 2, MD. 
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OUR Arabol Representative 

has the backing of his com- 
pany’s long experience in serving 
the leaders of more than a hundred 
industries. Let him suggest ways 
whereby Arabol Adhesives can 
speed up your production and in- 
crease the protection of your 
product. Some problems can be 
solved right in your own plant in 
one day’s time. Three laboratories 
are available for more compli- 
cated problems. 


THE ARABOL MANUFACTURING CO. 


Executive Offices: 110 East 42nd St., New York 17,N. Ye 
LONDON E. C. 1— 8 Sans Walk, Clerkenwell 
PHILADELPHIA 47 — 600 S. Delaware Ave. 
PORTLAND 9, ORE.— 1233 N. W.12th Ave. 

ATLANTA 3 — 375-377 Whitehall St., S. W. 
BOSTON 9 —12 Commercial Wharf 
LOS ANGELES 11 — 2262 E. 37th St. 
SAN FRANCISCO 3 —1950 16th St. 
CHICAGO 50—1835 S. 54th Ave. 
ST. LOUIS 4— 2500 Texas Ave. 







ARABOL'! 








uct they write an order for it upon the 
blackboard which the viewer may copy 
upon a C-Mail sheet. Thus ordering 
advertised products becomes an exceed- 
ingly simple matter. 

Additional space is provided upon 
the sheet for special offers, requests for 
booklets, recipes, instructions on how 
to make various items, or for whatever 
else the sponsor or the broadcasting 
station desires. 

When a member of the television 
audience sends in a request for a kit, 
some stations provide them with a list 
of all shopping offers which are still 
open. One station reportedly received 
. request for approximately 3,000 kits 
in two weeks’ time. 

Mr. Norcross later plans kits which 
will be for sale at drug counters, and 
so on, and which may be used for 
ordering goods anywhere. 


Silver Promotion—Silver dollars 
as cash discounts to customers and 
commissions to salesmen are accelerat- 
ing the sales of a new product which 
the Duro-Test Corporation, North 
Bergen, N. J., has introduced to mark 
the company’s silver anniversary in 
1950. 

To stimulate quick interest in a new 
type starter, used as auxiliary equip- 
ment in fluorescent lighting, purchasers 


of 75 starters get a discount of 17 silver 


dollars. The salesman receives a bonus 


of one silver dollar for each such sale. 


Stencils—To provide for the safe 
filing of stencils saved for re-run, a 
spring clip method has been developed 
by the Mim-E-O Stencil Files Com- 
pany, Chicago. 

Stencils are suspended vertically, 


| doing away with damage caused by 
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pressure, wrinkling, folding, and sten- 
cils sticking together. The stubs of the 
stencils are slid up under a spring clip. 
Stencils thus may be put away in file 
Wrappers. 

The stencil cabinets range from the 
junior model, accommodating only 150 
stencils, to a file holding 1,400. 


Stock List—An example of how 
stock lists may be condensed is pro- 
vided by the Central Steel & Wire 
Company’s “Buying Guide” which on 
one side of a printed sheet (8'4 by 11 
inches) presents all pertinent data for 
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Lessen office work- 
er fatigue, decrease eye- 
strain, increase efficiency 
with forms printed on 
VISIONAID—the non- 
glare green tinted paper 
that’s kind to eyes. 

Your printer can get 


VISIONAID from near- 








| by jobbers. Costs no more 
\ than comparable white 
Be stock. Send for samples. 








& 
/ ‘w PAPER COMPANY 4 


KALAMAZOO, MICHIGAN 
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HIGHWAY VV 
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ERTAIN places on streets and highways breed 
accidents because of improper markings, in- 
sufficient warnings or outdated roadway construc- 
tion. 
The elimination of these danger areas is a vital 
weapon in the continuing fight against the appalling 
toll of death on the highways. 
You have an important stake in this fight, for 
while you enjoy the full protection and security 
of your insurance policy, your premium dollar is 
working for you and for the good of your com- 
munity through such organizations as The Asso- 
ciation of Casualty & Surety Companies. 
Among The Association’s myriad safety activities 
is the making of test traffic surveys in any cities or 
towns that request them. After exhaustive tests, 
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detailed plans and recommendations are submitted 
to local authorities . . . and this does not cost a 
community a single penny. 

Such surveys, plus every activity of The Associa- 
tion, are supported by the member casualty and 
surety insurance companies. 

Through its long and continuing affiliation with 
The Association of Casualty & Surety Companies, 
The American Insurance Group emphasizes the 
strength of its slogan: 





Quality Insurance through ever-expanding and 
ever-improving Quality Protection since 1846. 











houp 





Newark, New Jersey 
The Columbia Fire ! Co. 
The Jersey Fire Underwriters 





The American Insurance Co. 
Bankers Indemnity Insurance Co. 
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**Automatic’’ Sprinkler protection in the retail sec- 
tion, Danahy-Faxon Stores, Inc., Buffalo, N. Y. 


Byer < 3 Es 
. o 4 ; &; bg 
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MVLICEY) 
- 
NE of the leading factors in the economy of Danahy- 
Faxon’s food processing, warehousing and retail operations is evidenced in the 
protection which stands guard against fire twenty-four 
hours each day of the year. With a property valuation in excess of a million dollars, 
are truly the management's silent partners, earning increased 
profits out of insurance savings. 

It takes good common sense to save important dollars on insurance cover- 
age. That’s why you'll find it wise to investigate the advantages of INVESTMENT 
PROTECTION for your property. Applicable for installation in both old and 
new construction and for most any type of commercial or industrial building, 

carry the approval of all leading insurance authorities. 

We know that money-saving is not the only reason for buying fire protection 
equipment, and for that reason each installation which we make is based upon a 
careful survey of your property and processes. If the problem is unusual, it is 
worked out in our own laboratory and testing facilities. In that way we are 
able to design, engineer, install and then assure you of the best in fire safety with 

. They’re an important investment today . . . perhaps welcome 
protection tomorrow. 


“AUTOMATIC” SPRINKLER CORPORATION OF AMERICA 
YOUNGSTOWN 1, OHIO 
Typical "'Automatic’’ Sprinkler protected properties include: Industrial Plants, 
Storage-Warehousing, Mercantiles, Piers-Wharves, Aviation Properties, Hos- 
pitals- Institutions, Hotels, Schools-Colleges, Offices, Public Buildings and many 
other types of occupancies. 


Miilomrle 


FOR INVESTMENT 


“« 


sprunkler 


PROTECTION 
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OFFICES IN PRINCIPAL CITIES OF NORTH AND SOUTH AMERICA 
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almost 2,000 sizes and kinds of brass 
and copper. This is an actual conden- 
sation from more than 4o pages of the 
company’s stock list, providing instant 
comparison and telling the customer 
what is available in kind, specification, 
shape, material, and size. Data is pro- 
vided for sheets and strips, wire, rods 
and bars, and tubing and piping. 


Theory and Practise—As part of 
the college-industry co-operation to 
bring the benefits of practical experi. 
ence into the classroom, an increasing 
number of professors now can say 
“here’s how it is done in the shop” 
rather than “this is what the book says,” 

At Westinghouse Electric Corpora. 
tion, for example, 17 professors from 
as many college and universities, de- 
voted their vacations this past Sum- 
mer to working with the men and 
women who design and build ma- 
chines. While their work was ar- 
ranged so that each could specialize in 
the subject he teaches, they were af- 
forded a comprehensive over-all view 
of the company’s operations. Westing- 
house paid them regular salaries. 

The Westinghouse Educational 
Department views the program as a 
form of “lend-lease,” with the colleges 
lending the professors, Westinghouse 
giving them practical training, and the 
company, in return, receiving better 





engineers when the students graduate. 


Attractive Offices—Helpful hints 
on how to streamline your office with- 
out expense are presented in cartoon 
form in the 12-page booklet, How to 
Have a Nice Looking O ffice, published 
by the National Association of Build- 
ing Owners and Managers. The pro- 
gram is based on the thesis that offices 
can be kept neat, clean, and attractive 
if tenants, their employees, and build- 
ing management co-operate. 

The tenant good housekeeping idea 
was originated by Roy G. Engstrom, 
vice-president of the Cleveland Ter 
minals Building Company, which owns 
and operates some of the leading office 
buildings in downtown Cleveland. 
Mr. Engstrom found that in identical 
units of space, occupied for the same 
purpose by different tenants, some were 
streamlined and smart appearing while 
others were untidy and_ unattractive 
because tenants in the one office fol 
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ur Office had 
Overhead-Ache... bad! 





I'm the boss 
who cured it ! 





“Something had to be done, but fast, to muffle the noise in our office. Every 
little sound echoed and re-echoed into a constant, irritating din. Our 
people were tired and jumpy—made countless mistakes and errors that 
cost us money every day. Even our most capable employees spent overtime 
hours to finish a normal day’s work. That's why I called in a specialist to 
quiet our den of din and cure our office overhead-ache.” 


















| was the doctor’ 
on the case! 


= 


“The boss called me in as soon as he realized what unchecked noise was 
doing to his office! Why me? Because I'm a member of the largest and 
most experienced Sound Conditioning organization in the country. 
Acousti-Celotex products have brought beneficial quiet and comfort to 
hundreds of thousands of offices, stores, schools, banks, churches. I’d be 


glad to give you a free analysis of your noise problem.” 
© YY 





GUARANTEED 


Acousti-Celotex ceiling tile, for example, can immediately in- Acousti-Celotex products are backed by years of scientific 


crease personnel efficiency up to 10% and cut employee turn- __ research, a nationwide organization and quality-proved mate- 
over and overtime hours. Saves you time and money... daily. rials that enable your distributor to guarantee his work, his 





Sound Conditioning ceilings to meet every requirement, speci- 
fication or building code can be installed quickly, without dis- 
rupting your daily routine. And what’s more, you can paint and 
wash Acousti-Celotex tile repeatedly, without reducing its 
superior sound-absorbing efficiency. 






TRADE MARK 
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materials, his Sound Conditioning techniques. 

For the name of your local Acousti-Celotex distributor in 
the U.S. or Canada and a free copy of the informative booklet 
“25 Questions and Answers on Sound Conditioning,” write 


the Celotex Corporation, 120 S. La Salle St., Chicago 3, Ill. 


Acousni-(exotex 


REGISTERED U. S. PAT. OFF. 


FOR OFFICES « FACTORIES » BANKS + SCHOOLS + CHURCHES + STORES + HOTELS + AND HOSPITALS 
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a Zale Sell Canadian products to U. S. buyers. . 





. 


. e Render professional services. 


The following Canadian firms seek 
direct contacts in the U.S.A. They can: e Manu- 
facture your products in Canada... 
manufacturing rights . 
compiete production . . 


e Exchange 
. e Purchase parts to |! 
.e Import and distribute 


your goods... Act as factory representatives... 


‘s 




























NOTE: Inquiries as to rates for listings on this. page should be addressed to Dun’ s Review, 
Bradstreet of Canada, Ltd 





Accounting (Chartered Accountants) 
CLARKSON, GORDON & CO., Chartered Accoun- 
tants, 15 Wellington St. W., Toronto 1, Montreal, 
Hamilton, London, Winnipeg, Calgary & Vancouver. 
WILTON C. EDDIS & SONS, Chartered Accountants. 
(Est. 1895), 85 Richmond St., W., Toronto 1, Ont. 

DWARDS, MORGAN & CO., Toronto, Montreal, 
Winnipeg, Vancouver, Timmins and Calgary. 
GRIFFITHS & GRIFFITHS, Chartered Accountants, 
Royal Bank Bidg., Vancouver, B. C. Tel. Tatlow 1161. 
GUNDERSON, STOKES, PEERS, WALTON & CO., 
Chartered Accountants, 475 Howe, Vancouver, B. C. 
LAIRD, SPRAGUE & CO., Chartered Accountants, 
Curry Building, Winnipeg, Manitoba. 

MASECAR, DeROCHE & McMILLAN, Chartered Ac- 
countants, Saskatoon, Saskatchewan. 
MILLAR, MACDONALD & CO., Chartered Accoun- 
tants, Winnipeg, Man. and 4 Albert St., Toronto, Ont 
NASH & NASH, Chartered Accountants, 603 Tegler 
Building, Edmonton, Alta. and Grande Prairie, Alta 
NIGHTINGALE, HAYMAN & COQ., Chart. Accoun- 
tants, Halifax, N. S., also Sydney & Yarmouth, N. S. 
ROBERTSON, ROBINSON, McCANNELL & DICK, 
372 Bay St., Toronto; 45 6th St., Chatham, Ont. 
P. S. ROSS & SONS, Montreal, 1, Que., Toronto, 
Winnipeg, Calgary, Vancouver and Saint John, N. B. 
THORNE, MULHOLLAND, HOWSON & McPHER- 
SON, Toronto, Kitchener and Galt, Ontario. 
Appraisers 
THE INOUSTRIAL VALUATION CO., LTD., Mon- 
treal. Industries, Public Utilities, Etc. Pl. 5034. 
Architects 
BAROTT, MARSHALL, MONTGOMERY & MER- 
RETT, Architects, Canada Cement Bidg., Montreal. 
McCARTER & NAIRNE, Architects & Structural 
Enors., Vancouver, B.C. Building Investment Counsel. 
Custom House Brokers, Etc. 
BLAIKLOCK ‘BROS. LIMITED, 307 Common St., 
Montreal. Est. 1876. Customs-Brokers & Forwarders. 
SEABOARD BROKERS, Halifax, N.S. Shipping con- 
sultants, forwarders, distributors by Air, Land & Sea. 
THOMPSON-AHERN & C0., 40 Vonge St., Toronto 
Ont. Custom House Brokers & Forwarders. Est. 1912. 
Food Brokers, Importers, and 


Manufacturers’ Agents 
W. H. ESCOTT CO., LTD., 129 McDermot Ave., Win- 





159 Bay Street 
P. 0. Box Numbers indicated by (B xxx). 


Toronto, Ontario, Canada; or any office of Dun & 





nipeg, Man. Groceries, hardware, drugs, etc. Cover 
all Canada. : 
JACK FROST SALES LTD., (B10), Saint John, N. B. 
Grocery Brokers. Importers. Maritimes coverage. 
VINCENT BROKERAGE CO., Halifax, N.S. Sales 
Coverage, Food & Allied Lines, Maritimes. 4 Branches. 
Hardware, Sporting Goods, Radio, Electrical 
and Household Appliances 
HICKMAN TYE HARDWARE CO., LTD., Victoria, 
B. C. Whol. hdwe., elec. gds. Br. whse, Vancouver. 
FRED C. MYERS LTD., Vancouver, B. C. Wholesale 
hardware, electrical appliances. 14 Travellers. 
SHEFFIELD BRONZE POWDER CO., Toronto. Paint 
& Hardware Specialties. Complete Can. distribution. 
WOODS WESTERN LTD., Calgary. Business estab- 
lished 16 years. Interested in any line sold to gen- 
eral trade, chiefly hardware lines. 


Industrial Chemicals, Oils, Waxes 
CHARLES ALBERT SMITH LIMITED, Toronto and 
Montreal. Manufacturers’ representatives, selling in 
bulk to [Industry and Pharmaceutical Manufacturers. 

Investments 


WALKER & WORSLEY, LTD., Vancouver. Apart- 
ments, ranches, resorts, homes, mortgages, insur- 
ance, securities, deposit boxes 


Legal 
CAMPBELL, MURRAY & CAMPBELL, Barristers & 
Solicitors, Hall Bidg., Vancouver, 8. C. 
DAVISON & GODWIN, Barristers & Solicitors, 436 
Barrington St., Halifax, Nova Scotia. Tel. 3-7201. 
DILTS, BAKER, LAIDLAW & SHEPARD, Barristers, 
etc., Huron & Erie Bldg., Winnipeg, Man. Tel. 93-416. 
FASKEN, ROBERTSON, AITCHISON, PICKUP & 
CALVIN. Barristers, etc., 36 Toronto St., Toronto 1. 
FENERTY, FENERTY & McGILLVRAY, Calgary, 
Alta. General practice, Oil and Corporation Law. 
GILCHRIST & LaMARSH & ASSOCIATES, Bar- 
risters, etc., Canada Bldg., Saskatoon, Saskatchewan. 
GOWLING, MacTAVISH, WATT, OSBORNE & HEN- 
DERSON, Barristers, etc., 56 Sparks St., Ottawa, Ont. 
INCHES & HAZEN. Barristers & Solicitors. Roya) 
Securities Bldg., Saint John, N. B. Tel. 3-2516 
LACOSTE & LACOSTE, Lawvers, Barristers, etc., 460 


St. Francis Xavier St., Montreal, Que. La. 7277. 


McMASTER, MONTGOMERY & CO., Barristers, 
Solicitors, etc., 902 Temple Bidg., Toronto 1, Ont. 
PEAT, McBRIDE, HICKEY & GREEN, Barristers 
and Solicitors. 6 James St., South, Hamilton, Ont. 
Lumber, Building Materials, Plumbing and 
Heating, Paints 
BELL & MORRIS, LTD., Calgary, Alta. Plumbing & 
Heating materials, Windmills & Pumps. 
VICTORIA TILE & BRICK SUPPLY CO., LTD., Van- 
couver, B. C. Want exclusive building supply lines. 
Machinery, Metal Products 
Farm Equipment 
CROSSMAN MACHINERY CO. LTD., Vancouver, B.C 
Dists. of Mech., Elec. & Trans. Equip. (Est. 1911.) 
VANCOUVER IRON WORKS LTD., Vancouver, 8. C 
Mfrs. of boilers, pressure vessels, steel pipe, welded 
plate work, general engineering. 
WESTMINSTER IRON WORKS CO. LTO., New West- 
minster, B.C. Est. 1874. Exch. Mfg. Rts. Gen. Machy. 
Manufacturers Agents (General) 
BARNEY ADLER & SONS, INC., 1260 University 
St., Montreal. Est. Canada-wide connections Jewelry 
& Giftware trades. Seek, Mfrs. only, exclusive lines 
silverware, pewterware. Original designs. 
MacKELVIES LIMITED, Winnipeg. Seek agencies 
grocery, drug, light hardware, novelty, toy lines. 
Covering Western Canada. 
JOHN H. PATERSON, 1121 St. Catherine St., W,, 
Montreal. Fl. cov’gs, hhold furngs. & hdwe. mfrs. only. 
HAROLD F. RITCHIE & CO., LTD., Toronto. 45 
salesmen cover drug and grocery trade al! Canada 
W. CLAIRE SHAW CO., 407 McGill St., Montreal 
Seek dir. agcies from mfrs. hdwe. auto & hhold tools 
SHANAHAN’S LIMITED, Vancouver. Also Calgary 
and Winnipeg. Seek Building Supplies, Food Prod- 
ucts and Chemicals for Western Canada. 
W. CLAIRE SHAW CO., 407 McGill St., Montreal. 
Seek dir. aacies from mfrs. hdwe. auto & hhold tools 
Novelties. Leather Goods. Advertising 
J.C. S. VARCOE, 45 Yonge St., Toronto. Can pro- 
vide Canada-wide distribution, advertising novelties 
of all kinds: gifts, premiums for every occasion 
Textiles, House Furnishings, Apparel 
BUCKWOLD’S LTD., Saskatoon. Importers, Dis- 
tributors, textiles, work clothing, hosiery 





———— 





3,380 Vice-Presidents ; 





2,697 Treasurers: 


31,351 PRESIDENTS 


There are 31,351 company presidents reached by Dun’s Review each month. 
analysis shows that they are the heads of active companies throughout industry and business. 


dition within an average total edition of 88,644, there are 17.000 Owners, Partners, and Chairmen; 


| lation by titles, type and size of basins is available upon request. 


3,703 Secretaries, and so on. 
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A name-by-name 


In ad- 


Detailed breakdown of circu- 
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lowed a few simple rules of good house- 
keeping while those in the other office 
did not. Cleaning women, he dis- 
covered, were doing a better job wher- 
ever there was evidence of tenant co- 
operation. 


Sales Campaign—A six-months’ 


campaign intended to make every em- 


ployee a salesman, brought extra sales 
resulting in more than $500,000 in rev- 
enue to Trans World Airline. Workers 
not in the sales department furnished 
tips and were awarded points converti- 
ble to goods such as carving sets, card 
tables, and radios. 

The contest demonstrated the market 
for air travel which exists in the daily 
contacts of maintenance, flight, ac- 
counting, clerical, and other employees 
not directly engaged in selling. 


Simplified Construction—Requir- 
ing no drilling or welding, a wide vari- 
ety of metal structures and supports 
may be erected with the aid of only a 
hack or power saw, and a wrench. The 
metal framing used is “Unistrut,” man- 
ufactured by the Unistrut Corpora- 
tion, Wayne, Mich. 

The structures which can be made 
from this product include frames, 
racks, scaffolding; supports for pipes, 
tubing, conduits, and cables; mounts 
for machines and motors; frames for 
tables, benches, and conveyers; sup- 
ports for fluorescent lighting; produc- 
tion jigs; aircraft engine stands; racks 
for the storage of steel or aluminum 
sheets; shop trucks; ladders and stair- 
ways; mezzanine structures; barriers, 
partitions, and cubicles; and so on. 

Unistrut employs slotted channel 
members, especially designed spring 
nuts, and a variety of specia) fittings. 
The nuts are provided with slotted ser- 


rations, or teeth, which, when the bolts 
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: ball campaign, new 
: Christmas campaign, and 


it never fails 
to INCREASE sales 











Hundreds of firms in all parts of the country have 
found that a Maritz Merchandise Prize Incentive 
Program is a sure-fire sales builder. Maritz Pro- 
grams put new drive and stimulation into your sell- 


ing organization, and never fail to increase sales. 


Let us tell you more about these Result-Proven 
merchandise prize campaigns! A card or letter 
will bring complete details. 





(Offices in principal cities) 


ops in Sales-building! 


MARITZ SALES BUILDERS 


St. Lovis 1, Missouri 














31,351 PRESIDENTS 


DUN’S REVIEW REACHES 31,351 PRESI- 
DENTS AND 50,239 OTHER EXECUTIVES. 

















FOR LOWER INDUSTRIAL COSTS 
Look to CHARLESTON, S. C. 


Because... 


a. SOUTHERN MARKETS pyramiding. 


b. NATIONAL MARKETS reached by low-cost 
ocean transport or water-compelled lower 
overland rates. 


c EXPORT MARKETS at your door, 


*Reason No. 2 for lower industrial costs in 
Charleston. Investigate. 


Address Chief Engineer 


CHARLESTON DEVZLOPMENT BOARD 
154 Market Street « Charleston, S. C. 


LET US BUILD A PLANT FOR YOU 
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In this booklet: 


DOLLAR-SAVING IDEAS 


for the most looked-at part of your plant 


Grooming administrative areas to 
meet the public eye usually means 
more expense for the care of those 
floors than for all other floors in the 


plant. 


Here—in the pages of Mr. Higby 
Learned About Floor Safety the Hard 
Way —is timely information to help 
you determine how wisely those 
dollars are being spent. 


In fast-moving, readable style, this 


book analyzes all three of the factors 
that make up your total floor-care 


expense: 


e The real cost of maintenance; and 
what makes labor costs so high 


e The “hidden costs” of improper 
maintenance 
e@ The added cost of accidents from 


slippery floors 


It also shows how the Legge System 
of Safety Floor Maintenance has 
helped leading plants and buildings 
cut these costs up to 69%, and all but 


eliminate falls from slippery floors. 


Ten minutes spent reading this book 
showed one Legge user how to slash 
his floor costs $19,000 a year. Perhaps 
it has dollar-saving ideas for you. Now 
—before you spend another floor 
dollar——send for a copy. Just clip the 


coupon to your letterhead and mail. 


KARP SeOeS eee te Ses eS eer SSeS STS TS ss 


Walter G. Legge Co. Inc. 
101 Park Ave., New York 17, N.Y. 


your Mr. Higby book, 


Please send me a free, no-obligation copy of 





Signed 


Title 


of Safety Floor 








Types of flooring 


Maintenance 









Area sq. ft. 
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tighten, bite into the return flange of 
the channel members, giving clamping 
aciion which will withstand slippage 
up to as much as goo pounds per nut. 
A smal) coi) spring, attached to the 
nut, holds it in the channel in the 
exact position required unti) the con- 
necting fitting is attached and the bolt 
tightened. 

The channel members of rolled steel 
(or aluminum, brass, or other metals, 
if required) are manufactured in 10 
and 20 foot lengths and vary in size 
from 1% by 1% inches, 12 gage, to 
13/16 by 13/32 inches, 19 gage. These 
are made with a return flange which 
forms an open slot along the entire 


length of one side. 


Chemical Polishing—A bright, re- 
Hective surface can be imparted to metal 
products without the use of mechani- 
cal or electrical means through a new 
process developed by the Battelle Me- 
morial Institute, Columbus. 

Jtems need merely be dipped into 
the chemical solution to have a mirror- 
like luster when withdrawn a few 
minutes later. Included among the 
metals which can be polished in this 
manner are brass, copper, nickel-silver, 
monel, nickel, and aluminum. The 
parts may be suspended from wires, 
supported in baskets, or the solution 
may be used in revolving barrels. 

The chemical polishing baths com- 
prise mixtures of acids, of which the 
basic ones are phosphoric, nitric, and 
acetic. The process may be conducted 
at temperatures ranging {from room 
temperature to 200 degrees Fahrenheit. 
At the lower temperatures the action ot 
the bath is slower. 


Speed-Up—Countering the cry of 
“speed-up” uttered by workers in 
various segments of industry, the Gen- 
eral Electric Company recently issued 
a forceful message to workers entitled 
“Is Mama in a Speed-up Too?” This 
appeared in the Commentator, em- 
ployee bulletin. 

The message pointed out that many 
people are getting excited about labor- 
saving machinery and some are be- 
coming so confused about increased 
production that they are falling for the 
“three-alarm” rallying cry of “speed 
up.” 

“Down at the factory we may be 4 
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"6e your 


INVENTORY COSTS 


are too high... 





...-Here’s how 
WE got out 


from under!... 












































“THE PROBLEM OF EXCESS STOCKS was 
giving us plenty of headaches. No won- 
der! In dollars, our inventories had 
swelled to 245% over our best pre-war 


year... yetoursales had increased scarcely 
half that much during the same time. 


ABER REE REL 





“WHY WE CHOSE KARDEX VISIBLE. 
After seeing all kinds of systems in use 
in companies similar to ours, we decided 
unanimously on Kardex Visible. It not 
only gives us our 3 “musts” but requires 
a lot less clerical effort. And the change- 
over was easy— Remington Rand instal- 
lation experts handled thé whole job.” 








“DRASTIC ACTION NEEDED! But... when 
we cut back our buying commitments we 
soon found our stocks running danger- 
ously low on many popular items. Puzzle: 


How to maintain balanced stocks . . . not 
too much, not too little of each item. 











“ONLY SOLUTION—A NEW SYSTEM. 
3“Musts” were apparent (1) The system 
would have to simplify our inventory data 
(2) Warn us unfailingly of threatened 


understocks or overstocks (3) Assure 
proper ratios among stock items. 





Learn the newest, proved-in-use, 
simplified methods of control- 
ling inventories ... your own 
stores of raw materials, parts or 
supplies, as well as finished goods 
for resale.Phone our nearest office 
or write Room 1180, 315 Fourth 
Ave., New York 10, for your free 
copy of Book No. KD 375. 


Systems — Photo Records 
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K corre 1949, by Remington Rand Inc, 


(— Send for this Free Book Today: 4 
“HOW TO GET PROFITS FROM INVENTORIES” 





Reninglon Rand 


MANAGEMENT CONTROLS DIVISION 
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Cuts you 


Fleets of 5 to 500 New 1949 Plymoutbs, 


Fords or Chevrolets for Immediate Delivery 


Ape out transporration 


worries OVEl“Aipfp.,. 
one GENERAL AUTO’S PLAN OF 


FLEET RENTAL 


r costs fo 


Voe 





Only 3%c a mile (*on 25,000 or more annual mileage) 
plus gas and oil pays all costs. We pay for repairs, tires, 
full insurance coverage, re- 


lubrication, maintenance, 


placement in case of fire or theft, license plates—plus 
new cars every 12 months. 


WE WILL PAY CASH FOR YOUR PRESENT CARS 


= GENERAL AUT 


HAROLD B. ROBINSON, 


A MILE* 


Plus Gas & Oil 


Write or wire for information 


RENTAL CO. 
COAST-T0- COAST 
President 


“O8 1255 £. Chelten Ave., Phila. 38, Pa 












Which Letter Paper 
SELLS for You as 
it SAVES for You? 


e Rag Content 
PAPER ‘’R” 
@ 26-24 pound 
Finish: Flat or Cockle 
- @ Important Appearance 


> Takes erasures perfectly. 


Start your letter off with the right im 
Use Rising Letter Paper 


It contains the five 


pression 
paper ''R’’ below 
qualities rated highest by executives 
Rising is right for letters otfice 
forms... records documents 
direct mail. 


@ Fractionally lower cost 
offset many times by 
high wastage, less 
attractive appearance. 


LETTER PAPER 


For All of Your Important Letters 


Ask Your Printer or Stationer 
Rising Paper Co., 
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They know paper 
Housatonic, Mass. 
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' better bargains. 
: 





little confused about this,” the bulletin 
declared. “But Mama certainly isn’t, 
So let's go home and ask her if she 
has lost her job. 

“We expect the answer will be kind 
of positive that she has just as big a job 
as ever—is doing just as much—but 
she is doing more interesting and pro- 
ductive things. She has shifted the 
physical labor over on to the appliance, 
and is using her mind instead of using 
her muscles. She is getting to be a 
“manager of machines.’ And the time 
saved by the machines enables her to 
give more attention to the education of 
the children, give more time to learn- 
ing about more attractive food and 
Also she has time for 


| those rewarding trips to the -beauty 








parlor that keep her surely looking like 
the bride she was five, ten, or forty 
years ago.” 

“It’s a peculiar thing about 
saving devices: The more of them we 
make, the more jobs and the better 


labor- 


jobs we have on the whole—whether 
these labor-saving devices are made for 
the factory, the farm, the store, or the 
home. And the bargain, labor. 
saving machinery makes our whole 
lives better—both at work and after 
work,” 


Band Saw—A wide variety of ma- 
terials, ranging in toughness from steel 
to foam rubber, can be cut in intricate 
patterns with a new power band saw 


with a spiral blade, manufactured by 


| the Tyler Manufacturing Company, 





Mlustrating the range of the Tyler saw, intricate 
cuts have been made in several types of plastics 
as well as in steel, wood, aluminum tubing, and 
foam rubber. 
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Los Angeles. The blade will cut any 


line that can be drawn, according to | 


T. V. Tyler, its inventor. 

Having a 360 degrees cutting edge, 
the blade will cut smoothly in any direc- 
tion. This enables the operator to cut 
any pattern without turning the work. 
The planetary transmission affords a 
speed range of from 70 feet per minute, 
for steel and other tough metals, to 
000 feet per minute, for wood, alumi- 
num, and other light metals. 


Selling to the Army—A concise 
guide for the manufacturer and regu- 
lar dealer interested in selling to the 
Army food, clothing, and numerous 
other types of equipment exclusive of 
arms is provided by the recent pam- 
phlet, How to Do Business with the 
Quartermaster Corps. 

This lists all Quartermaster Corps 
purchasing offices and what specific 
items each buys, tells how to sell to 
the Quartermaster Corps, incorporates 
hints to bidders, explains how con- 
tracts are awarded, provides hints for 
contractors, and relates how payments 
are made. 

The brochure points out that the 
Quartermaster Corps is particularly 
anxious to have the smaller firms con- 
tinue to work with it and that cur- 
rently it is awarding more than 70 per 
cent of its contracts to small companies. 

Eastern readers should write for 
copies to the New York Quartermas- 
ter Purchasing Office, 111 East 16th 
Street, New York 3, N. Y.; those in 
the Middle West, to the Chicago Quar- 
termaster Purchasing Office, 1819 West 
Pershing Road, Chicago 9, Ill.; and 
Western, to the Western Branch, Chi- 
cago Quartermaster Purchasing Office, 
Oakland Army Base, Oakland 14, Cal. 


Scrap —Helping to meet the steel in- 
dustry’s huge demand for scrap metal 
is the big Baltimore yard of the Pa- 
tapsco Scrap Corporation, Bethlehem 
Steel Company subsidiary, where 1,000 
workmen are employed in breaking up 
obsolete ships, tanks, and locomotives 
into pieces suitable for charging into 
furnaces. 

Using the very cranes, piers, and 
Ways employed in World War II to 
build more than 500 Liberty and Vic- 
tory ships as well as LST’s, the wreck- 
ers are producing as high as 17,000 tons 
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In Credit Correspondence 











it gets RESULTS! 


(And in many other types 


of correspondence, too.) 


The usual form letter invites a quick 
trip to the wastebasket. Not so with 
personalized Auto-typist letters. They 
are individually typed by automatic 
machine, completely personal and 
command a busy man’s attention. 
Your typist manually types in the 
heading, pushes the button and the 
Auto-typist takes over from there, typing 
your message at a high sustained 
speed and without possibility of error. 


Auto-typed 
letters are 
surprisingly 
low cost. 







$ 





The Auto-typist can stop automa- 
tically at any pre-determined place in 
the body of the letter for the manual 
insertion of additional, personalized 
data. The same typewriter is used 
throughout, so there is no problem of 
matching fill-ins. 

For complete information on the 
many correspondence jobs that Auto- 
typist can do faster, better and at lower 
cost, send coupon below. 


The asto-typist 


60 YEARS’ EXPERIENCE 


IN MANUFACTURING PNEUMATIC EQUIPMENT 


Pewee eww ewe eee ee ee ee Ss Ss eer 


Correspondence 
Clinic Increased 


response and 
savings up to 
Ye may result 


ysis of your 


AMERICAN AUTOMATIC TYPEWRITER COMPANY 

Dept.410 614 N. Carpenter St., Chicago 22, Illinois 

Please send me complete information on: 

O “Getting Personal Gets Results the Auto-typist Way” 
(16-page booklet) 





from an anal- | O Your Free “Correspondence Clinic” Service 


State_ = 





present corre- Name 
spondence 
practices by Firm. sae 
our staff of ex- 
perts. There's Street 
no obligation 
for the service. | City 
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Give 






enough! 


FOR ALL 
RED FEATHER SERVICES 











GOING MY WAY? 


If you want better health for everybody, more educational and 
recreational opportunities for your community, a happy, healthy child- 
hood for the boys and girls of America, a useful purposeful growing 
old for the aged, the preservation of American family life—in short, 
if you are interested in human welfare, then you are going my way, 


the Red Feather way, the way of all good Americans everywhere. 


So give through your Community Chest, give enough for all the 


Red Feather services. 





Let’s go together—all the way! 











SOUTH AFRICA CALLING = 







To locate South African outlets which want to 
distribute your products, use the “South Africa 
Calling” section in “Dun’s Review” every second 
month (September, page 67; next section in the 
November number). 
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of scrap a month from dismantling 
worn out ships. Waiting to be scrapped 
are once noted vessels of the American 
and British Navies as well as the more 
prosaic ferryboats which once carried 
avtomobiles and passengers across New 
York Bay from Manhattan to Staten 
Island. 

Several thousand obsolete American 
and enemy tanks, sometimes piled five 
tiers high, cover acres of the yard. 
Other scrap includes old agricultural 
and industrial machinery, junked 
automobiles, and worn out railroad 
equipment. 


Partitions—An incombustible mov- 
able partition for office buildings, made 
in a variety of hardwood faces, is an- 
nounced by the United States Plywood 
Corporation. 

The “USP Partition Panel,” ap. 
proved for use in fireproot buildings by 
the New York City Board of Stand- 
ards and Appeals, may be easily erected 
or taken down, is light in weight, and 
has a total thickness of only 1*4 inches. 
The panel has a core of incombustible 
insulating material, consisting  princi- 
pally of lime, silica, and asbestos. Fit- 
ting can be done with ordinary hand 
or power woodworking tools. 

Panel sizes range from a minium of 
18 by 34 inches to 34 by 144 inches and 
panels usually are interlocked by a 
tongue and groove at the vertical joints. 
For existing walls, a panel 1 inch thick 
is provided to make a completely pan- 
eled room, 


Read-on-the-Run—Pillsbury Mills, 
Inc., made radio history last month by 
broadcasting its annual stockholders 
meeting. . . . Following a significant 
improvement in its product, the Good- 
all Company, for nearly three decades 
manufacturer of men’s Palm Beach 
suits, has changed its name to the Palm 
Beach Company. . .. Employees of the 
Eagle Pencil Company, slated for fore- 
men’s jobs, are rotated in the various 
jobs they will supervise. .. . A good ex- 
ample of how a company may explain 
labor-saving equipment to its workers 
is provided by Southern Pacific Lines 
bulletin, How Do Diesels Affect Jobs? 
From 1900 to 1940 the output of manv- 
factured textile products and clothing 
almost trebled in this country, says 4 
Twentieth Century Fund survey. 
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FORECASTING 


(Continued from page 13) 


preted as signifying a very high level 
of production and employment. 

To-day some individuals and statisti- 
cal services are building up their fore- 
casts of general business conditions in- 
dustry-by-industry, and there are men 
inthe Federal Government service who 
have always done so, and with excel- 
lent results. In fact, a number of the 
Government statisticians and econo- 
mists did excellent work on the post- 
war period. One of these, for example, 
is S. Morris Livingston of the United 
States Department of Commerce, 
whose famous “Markets after the War,” 
while not a forecast, clearly pointed 
to the tremendous opportunities that 
lay ahead and foreshadowed the peace- 
time boom. 

Most economists who produce fore- 
casts which they make public do not 
build them up from individual indus- 
try figures or even study individual 
situations superficially. They have a 
number of other techniques which, in 
my opinion, cannot consistently do a 
good job unless supported by the in- 
dustry-by-industry analysis. 

Here are some of the methods that 
are used, with what I consider rather 
poor results for a professional fore- 
caster: 

1. The study of trends and cycles. 

2. The examination of previous situ- 
ations which are thought to be analo- 
gous in whole or in part. 

3. The use of so-called lead factors— 
developments which experience shows 
usually move ahead of the business 
pattern, 

4. A rounded type of analysis which 
includes the three methods just men- 
tioned, but falls short of detailed in- 
dustry-by-industry work. 

Some men using these methods have 
had great success for a time. But they 
almost all have poor over-all records, 
because what they are doing is attempt- 
Ing a sort of short-cut to the truth, in 
4 matter in which short-cuts just do 
not work, 


The reader may note that I have not 


| 








listed “model-building” as an unsatis- 
factory method. 

Some forecasters whose failures to 
forecast the post-war transitional period 
were widely publicized were model- | 
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Lest we forget, 
Mr. Busy Executive... 


























And, of course, management’s most im- 
portant responsibility is the promotion 
of profits through more efficient produc- 
tion and better control of costs... and 
that’s where we come in. 

General Engineered Shipping contain- 
ers are lightweight, compact, extra-strong. 
They save packing and shipping costs. 
They are quickly and easily assembled. 
They save man-hours, help increase pro- 
duction. They are saving many firms sub- 
stantial amounts month after month, year 
after year. 

Let us show you how these same savings 
can be effected in your own business. 


enetal BOX COMPANY 


pak kK KS e+e engineered 


shipping containers 





GENERAL OFFICES: 534 N. Dearborn Street, Chicago 10. 
DISTRICT OFFICES AND PLANTS: Brooklyn, Cincinnati, 
Detroit, East St. Louis, Kansas City, Louisville, Milwaukee, 
New Orleans, Sheboygan, Winchendon, Natchez. 
Continental Box Company, Inc.: Houston, Dallas. 


General General General 
Wirebound Nailed Box Corrugated Corrugated 
Crate Box Container 
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General 
All-Bound Box Pallet 


General Cleated 





Our two Designing 
and Testing Labora- 
tories are available for 
the improved packing 
of your products. They 
are equipped with the 
most modern testing 
apparatus and staffed 
by experts with many 
years of experience in 
designing more effi- 
cient shipping con- 
tainers. 





Send for your free copy of 
“THE GENERAL BOX” 





Generolift 





















will Produce Finest 
Black and White 


DUPLICATE 
COPIES 


Tens — Hundreds — Thousands! 


RECORDS °* REPORTS * SALES & 
SYSTEMS FORMS * CHARTS ° 
BULLETINS * PACKAGE INSERTS * 
DIRECTIONS * LABELS © SALES 
AND ADVERTISING MATERIAL 


Typewrite, Handwrite, Draw on it— 
as on ANY piece of paper 


Unbelievable? Almost. But TRUE! You 
typewrite, handwrite, draw on this sheet of 
paper, and use it as a “master” for running 
off practically any type of black-and-white 
printed matter on your office offset dupli- 
cator. Colitho masters will also reproduce 
type impressions from office machines: 
tabulators, teletypes, adding, billing, book- 
keeping and addressing machines. 
Actually, what you get is like-printing qual- 
ity and clarity, at much less cost, right in 
your own office! You need run only the 
quantity of copies you need, when you need 
them. You reduce printed matter inventory 
to a minimum — keep it up to date always. 
You can erase on Colitho masters, add 
progressive data any time, file them away 
for re-runs. No wasted time or paper before 
perfect impressions. 

You can purchase inexpensive Colitho 
Paper Masters in standard flat sheet sizes 
and also in flat-packs for reproducing con- 
tinuous systems forms. If you have an offset 
duplicator you should use Colitho masters 
for finest results. If you’re not familiar with 
Colitho and the offset process, write us for 
a sample Colitho Master and _ attractive 
brochure which explains how easy and in- 
expensive it is to prepare and run your own 
printed matter. 


COLUMBIA 
Ribbon & Carbon 
Manufacturing Co., Inc. 


Main Office & Factory: 
Glen Cove. L. |., N.Y. 






Columbia Ribbon & Carbon Mfg. Co., Ine. 
Glen Cove, L. I, N. Y D-10 
Please send me at no obligation, brochure, 
samples and details of Colitho Paper Master 
Plates. 

Your Name............. 

Firm 

Address 


Make and Model of Your 
leet Duplicate. ossccs iiss sssessccciescescsssescosse 
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builders: that is, these men reached 
their conclusions by constructing eco- 
nometric models or projected national 
income statements which undertook to 
balance the nation’s post-war income 
against its post-war expenditures. In 





so doing, they arrived at gross national 
product figures and, partly as a by- 
| product, employment figures as well. 
Most of these model-builders failed, al- 
though at least one managed through 
this so-called mathematical-quantitative 
method to get the right answer. 

The non-model-building members of 
the forecasting fraternity likewise had 
their failures and successes, but appar- 
ently most of the successful forecasts 
were made by this group. Their ana- 
lytical methods were less mechanical, 
less dependent on mathematical rela- 
tionships from the past, more direct, 
and more dependent on the exercise 
of judgment. 

Their methods have been termed his- 
terico-analytical or historico-qualitative. 

The greater success of the non-model- 


| building group need not and should 
| Sg § 


not condemn the model-building idea. 
The model-builders’ failures apparent- 
ly stemmed from their employment of 
too mechanical a method of construct- 
ing their models and, in some cases, 
perhaps, from preconceived convic- 
tions that over-saving would prevent 
high-level economic activity. 

The fact is that the construction of 
econometric models is extremely help- 
ful and, indeed, it is hard to see how 
a really sophisticated forecast of eco- 
nomic activity can be made without 
giving precise quantitive form to the 
forecaster’s ideas through the construc- 
tion of a national income statement. 





Vai: 


= 


ae 


“Now, just watch our crane pick up your pencil, 
Mr. President!”’ 
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Put This Reminder 
of Your Firm 
on the Desks of 
Your Customers and 
Good Prospects 


THE 
EXECUTIVE DESK PAL 





If you have one, you know that 
next to your telephone 
it’s the most useful 
desk accessory you own! 


Made of lustrous walnut bakelite, with two deep 
wells for pins or clips, a pencil rest and lots of 
3”x5” memo paper, it’s the ideal medium for 
placing your firm name on the desks of execu- 
tives you wish to reach with your advertising 


message. It’s a builder of valuable good will, too, 


| because it's so useful. 


Priced under $1.50 in moderate quantities. 
Sample $1.50 postpaid. 


Bankers and customers alike realize that Good 
Will is now a very important business asset. You 
can get it and retain it by the presentation of 
any of these useful, attractive articles from The 
EXECUTIVE Line. 

EXECUTIVE Advertising Gifts get better 
results for you if distributed all year round, rather 
than just at Xmas time. Good Will has no season. 


Other budget priced items are 


BILL CLIPS @ LETTER OPENERS @ KNIVES 
TAPE MEASURES ® NOVEL PAPERWEIGHTS 
STEEL RULERS ® CALENDARS ® LIGHTERS 
PLASTIC FOLDING 6 FOOT RULERS 
CRYSTAL GLASS MONOGRAMMED 
ASH TRAYS AND CIGARETTE BOXES 
PLASTIC FOLDING YARDSTICKS 


Available Write 
through all us if you 
good cannot 
Advertising locate a 
Specialty distributor 
irms near you 





The EXECUTIVE Line 


138 W. 54 ST. NEW YORK 19, N. !: 
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Both groups—model-builders and ad- 
herents of the more direct forecasting 
methods—in a majority of cases failed 
to do the industry-by-industry analyti- 
cal work which I advocate. 

The model-builders contented them- 
selves with making guesses as to the 
output of very broad production classi- 
fications—consumers’ durable goods, 
for example. They did not get down 
into the smaller divisions. And in treat- 
ing the broad segments they tended to 
work more or less in a factual vacuum, 
without getting much actual informa- 
tion about the current situations and 
plans of business men. 


Basis of Sales Estimate 


The ideal method to produce a pic- 
ture of the economy in a future year— 
preferably the next year, of course—is 
to get many industries to estimate their 
own prospects first of all. Now this 
at once involves one in a paradox. For 
any one industry cannot estimate its 
sales except after making an assump- 
tion about general business conditions. 

So each industry has to make the 
type of superficial analysis whose value 
I have been depreciating. However, 
strange is it may seem, such analyses 
made by many individuals tend in the 
average to be rather good. And when 
the industry's own prospects are ap- 
praised with a background of current 


industry information at hand, the re- | 


sult is even better. Finally, when all 
the industry forecasts are put together, 
the strength of great numbers is felt. 
While some will be poor, the thing will 
not work out too badly. Actually, for 
each industry several estimates should 
be obtained, and these will average out 
pretty well. Some will be high and 
some low, but the average will be 
good. Internal consistency will not be 
attained and is unnecessary. 

There are several ways of carrying 
on an operation of this kind. In one 


good method the manufacturing in- 


dustries asked to estimate their pros- 


pects are all end-products industries. 
That is, raw and semi-finished ma- 
terials would not be estimated except 


ascomponents in end-products. Alumi- 


hum, as one example, would not be 


estimated as such, although there would 
he € ; 

be figures from the aluminum-using 
end-product industries, in which alumi- 


hum would, with other materials, be 
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new design SELLER 


L_® BRINGS 
INDUSTRIAL 


SELLERS 
AND 


It’s not necessary for sellers to BUYERS 

go all around Robin Hood’s TOGETHER 
barn to find prospective buyers. 
Sellers can get together with FASTER 

buyers faster, with less sales ef- 

fort and at less cost by using 

a new marketing technique. 

Here’s how it works: Sweet’s Service distributes your catalog to the hand- 
picked organizations and individuals who represent the bulk of buying 
power in your market. Your catalog is distributed in a bound file (brought 
up to date each year) and is kept at buyers’ fingertips at all times. It 
can’t get lost, mislaid or misfiled. As a result, your catalog is used by more 
ready-to-buy prospects. This creates more selling opportunities for your 
representatives. Yet, the cost to you for catalog preparation, printing, 
filing and distribution averages less than 2¢ per page. 

Wouldn’t you like to have a Sweet’s man give you the complete story? 


eels 


EATAEL OG S ER vb ee 


Puts your catalog into the buyer's hands when he’s ready to buy 
119 WEST 40th STREET, NEW YORK 18, N. Y. 
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CUTTIAG 
MAN HOURS 


N PLANTS from coast to coast — 
many of them manufacturing products 
similar to yours—the faster, more 

accurate action of Denison’s famed 
MULTIPRESS is helping to slash job 
Operating time. Actual “job-proved” re- 
ports from these companies reveal amaz- 
ing production increases — how opera- 
tors have been able to more than double 
their output while reducing rejects to 
new lows! 

The wide acceptance of MULTIPRESS 
by industry stems from its many outstand- 
ing features, such as: fatigue-free opera- 
tion; closely controllable ram _ pressure 
and speed, and its many safety controls. 
So effective is this production wizard 
that unskilled operators frequently boost 
their output to such an extent that the 
cost of the MULTIPRESS can be amor- 
lized in a few short weeks. 


There’s a lot more that you will want 


to know about MULTIPRESS; specifi- 


cally how it — because of its wide 
adaptability — can readily be applied 
to your needs. Our Datalogs — actual 


user performance reports, some of which 
might apply to your operation — tel] an 
eye-opening story. Your name on the 
coupon below, clipped to your letter- 


head, will bring by return mail this 
dollar-saving heading! 





LESS OPERATOR FATIGUE 
SHORTER DOWN-TIME 
FEWER REJECTS 
REDUCING DIE WEAR 


LOWER OPERATING COSTS 


FToeeesesssvcsscscssccseoeee, 


THE DENISON ENGINEERING CO. 
1160-1225 Dublin Road 
Columbus 16, Ohio 

Please Rush “MULTIPRESS and How You 
Can Use It” to: 


Nome. 





Company. 





Address. 





City. Zone. State. 





Peer e eee See eee eeeseesene 
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| other such adjustments. 


included. Some 62 or so end-product 


| manufacturing industries should be 


estimated. Some of these, of course, 
will not make estimates of their own, 
but most will. 

After this is done, estimates should 
be made by or for the service industries, 
including medical care, transportation, 
personal care, household utilities, and 
soon. Private construction should also 
be estimated, net inventory changes 
igured, net exports taken into account, 
and other minor adjustments made. 
Finally, government construction and 
other government expenditures should 
be estimated. With this the picture is 
complete. The total is the gross na- 
tional product or total value of the 





goods and services produced in the en- | 


tire economy. 
Total Employment Figure 


This can be compared with the gross 
nationa) product for earlier years, The 
estimated gross national product can 
be reduced to a price level similar to 
that of another year to get a compari- 
son in physical volume of goods and 
services produced in the two years. By 
dividing the gross national product by 
the estimated production per employed 
person, a figure for total employment 
is obtained. 

Now, obviously, while such a method 
of forecasting the over-all level of eco- 
nomic activity might be used by an 
economic foundation with large funds 
at its command, or by the Federal Gov- 
ernment, it is not feasible for the indi- 
vidual company or the unattached 
economist. 

However, there is available to them 
a somewhat similar method, whereby 


each of the major end-product manu- | 


facturing industries is sounded out by 
contacts with key elements within it to 
learn conditions and prospects. 

From these contacts the forecaster 
builds up an actual dollar figure for 
each major manufacturing segment of 
the gross product. He estimates by 
whatever method he can the service in- 
dustries, private construction, and gov- 
ernment expenditures and makes the 
adjustments for inventory changes and 
Finally a 


_ figure representing the gross national 


product is arrived at. 
This method is feasible only in the 
hands of an expert—one who not only 
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A special, confidential report on 
Manitoba, Canada’s Province of 
Industry, may supply the facts 
and figures needed to solve your 


plant location problem. 


The Manitoba Department of 
Industry and Commerce is in 
an unrivalled position to supply 
confidentia), authoritative and 
unbiased technical data on mar- 
kets . . . competition . . . raw 
materials, power, labor . . . plant 
sites... tax and labor legisla- 
tion.. and other locational fac- 
tors relating to your business. 


For a free copy of ‘MANITOBA 
—PROVINCE OF INDUSTRY” 
containing general 
information, write 
on your business 
letterhead to De- 
partment 118. 
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is a skilled forecaster, but who also 
understands the methods by which the 
United States Department of Com- 
merce keeps the income and produc- 
tion or expenditure accounts of the 
national economy. Such a person 
would also have to have at hand a good 
deal of other specialized technical 
information. 

In a later article I shall describe a 
very simple streamlined way whereby 
acompany can quickly develop a suf- 
ficiently good gross national product 
figure for use in forecasting its own 
sales. But for best results, industry-by- 
industry analysis is needed. 


Reasons Why It Is Best 
Why is it that the detailed industry- 


by-industry method is the most success- 
ful and exact way to do forecasting of 
general business conditions? Here are 
some of the reasons: 

1, It is a lot easier to see and under- 
stand a thing that is relatively small— 
like one industry, than something that 
is large—like the whole economy. 

2, The chief key to forecasting gen- 
eral business conditions is effective de- 
mand—that is, demand backed up by 
the ability and disposition to buy. 

3. Demand can best be studied on 
an industry-by-industry basis—with ap- 
propriate regard for factors of income, 
savings, and buying intentions. 

4. Sales forecasting is farther ad- 
vanced than general economic forecast- 
ing, and the average level of accuracy 
of separate forecasts on key industries 
will be better than the accuracy of a 
general economic forecast arrived at by 
over-all analysis only. 

Several business services make use of 
this method, or a rough approximation 
ofit. It actually is not absolutely essen- 
tial to build up to a gross national prod- 
uct figure. With experience, it is fairly 
safe to study key industries, get an idea 
of government expenditures, and form 
a general judgment as to the future 
level of business activity. The danger 
is that, without actually working the 
thing out quantitatively, undue weight 
will be given to certain industries. 

Of course, trends are also studied 
by such organizations. Few if any of 
them, I think, place much reliance in 
the mechanical projection of cycles into 
the future. Some use is made of “lead 
factors” such as manufacturers’ indexes 
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Free Booklets Help You 
Write Money-Making Mail 


Few realize it . . . letters — your simple, everyday letters 
— they're one of your biggest bills, Cut letter cost by 
stepping up letter power. Know the four elements that 
do it — topped by “the real pay is what you say!” 

Dr. Robert Aurner, through his special writings as head of our 
Better Letters Division, is giving valuable aid to business-letter 


writers. Get booklets Money-Making Mail and How to Put Sock 


3 See the importance of your mail in a 
new light — profit by tips on how to better it — all authored 
by Dr. Aurner, ranking professor of business administration of 


in Your First Sentence. 


the University of Wisconsin for 18 years. 


All free—write today—on your business letterhead only, please. 
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TIME Who Hand- 


Hand signing checks is a chore. CHEXSIGNO 
check signer eliminates this tedious job allow- 
ing busy executives to do productive work. 
Accepted as ““World’s Safest Signature.” Signs 
up to 2000 checks per hour. Features: forgery- 
proof serrated signature; removable signature 
die, providing individual control; non-resetta- 
ble signature counter; safety locking 
device prevents unauthorized use. 
Manual or electric models. Ask for 
demonstration in your office. 





54 MT. HOPE AVENUE, ROCHESTER 7, N. Y. 
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Get our low prices on any quantity in which 
you may be interested. 
UNIVERSAL LITHOGRAPHING CO. 


(Subsidiary of Peerless Lithographing Co.) 
4305 W. DIVERSEY AVENUE 
CHICAGO 39, ILL. 
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BE A MORE EFFICIENT 
WAY OF COMMUNICATIONS” 


of unfilled orders (the United States 


total index), new orders for locomo- 
tives and other railroad equipment, 
new orders for automobiles, building 
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Present day business requiree 
ments make it imperative that you 
talk instantly... give orders... get 
action and results with FLEXIFONE 
Intercom! iia 

You don’t have to wait for Ay, 
Operators... or waste valu- 
able time with dials or buzzers. All 
you have to do is point your finger 
and talk with FLEXIFONE. 

Modern, functionally designed 
units to meet every requirement. Two 
station systems as low as $39.05. 


oPERADIo 
FIFA A 


INTERCOM SYSTEMS 






fLexiFOne 


FREE Pin to Your Letterhead 


OPERADIO MFG, CO. 


Please send me free literature as checked: 
[(D FLEXIFONE Intercom Systems. 
DD Central Sound Control Systems. 
[J Make appointment to discuss our needs. 


Nome. 


Dept. DR-1049, St. Charles, Ill. 





Address. 





City. State. 










* Even if you already have an intercom system, it would be 
odvisable to know the advontoges of the new FLEXIFONE 
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permits, contract awards, the invest- 
ment plans of industry, new corporate 


security issues, and bank loans and 
investments. 

But the use of lead factors can be 
carried too far. There is a school of 
forecasting thought that holds that the 
key to the future of business activity 
in general is investment—when the 
over-all level of investment, by private 
interests and government combined, is 
high, then general business conditions 


are good, and vice versa. 
Future Investment Level 


Therefore, this school of thinking 
holds, the thing to do is to get the best 
future level of investment. This can 
be done in part through the study of 
such surveys as those by the United 
States Department of Commerce and 
the Securities and Exchange Commis- 
sion. The trouble with the idea is that 

it does not give very accurate results. 

After all, investment is only part of the 

picture, and the other parts sometimes 
| act independently. 

In fact, one of the primary laws of 

| good forecasting is not to concentrate 
on just one or a few factors of gen- 

eral application, or on just one or a 

few industries. 

In looking at the consumers’ durable 
field, optional or discretionary spend- 
ing power is very important, that is, 
spending power which remains out of 


fave) 2, he 
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| “I won’t have my bed cluttered up with those 
statistical quality control records!’ 
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America’s 


best 
markets 
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are close to 


West 


VIRGINIA 


More than 50 per cent of the 
nation’s population is within a 
500-mile radius of West Vir- 
ginia’s geographical center. 
Every type of modern trans- 
portation is available, making 
quick, direct contact with the 
major markets of the east, mid- 
west, and south. 


There is another great geograph- 
ical advantage which West Vir- 
ginia offers industry. Besides 
being close to markets, West 
Virginia has an abundance of 
raw materials. At hand also are 
primary manufactured goods 
such as steel, glass, chemicals, 
which lend themselves to fur- 
ther fabrication and processing. 
Fuel is abundant; so is electric 
power. High quality labor is in 
good supply. 


There are many other favorable 
factors which can assure profit- 
able industrial operations. In- 
terested executives are invited 
to write for ‘‘A Handbook of 
Facts About West Virginia and 
Its Industrial Opportunities.” 
Address: West Virginia Indus- 
trial and Publicity Commission, 
State Capitol, Room 45, Charles- 
ton 5, West Virginia. 

















personal income after payment ci taxes 


and basic living costs. Untortunately 


there is readily available no series of | “What is the 


fgures showing this concept. Dispos- 
able personal income is a useful figure ‘ ’ 
in looking at various consumer lines. LIFE EXPECTANCY 
In the field of producers’ goods, the 


surveys of investment and expansion of my 
plans ot business are helpful. So are 


individual studies of the activity and | BUSINESS?” 
capacity of the various industries. 2 


] mentioned the fact that forecasting 























organizations place little faith in the 
projection of rigid cycles into the fu- 
E ture. I think the idea of regular cycles 
is practically 100 per cent rubbish. 
Some observers think there is a regular 
gimonth short-term business cycle, 


and a longer-range cycle which takes 


a 2 


10 to 15 years to operate. | 


How To Use Cycles 


The more intelligent believers in According to U. S. Census Bureau averages, if you are a white 
forecasting by cycles think one has to male aged 30, you can expect to live about 38 years more. If 


be on his guard in using them be- a as 
7 niet cata a : you are 45 you have 25 years to go, and at 60 Father Time 
cause “accidents upset the regular perl- pee ats = 
ew . allots you 15 years more. Significantly, the older you are the 
odicity. The least intelligent just go ‘ , 
right ahead and apply the cycles with- greater your total life span is expected to be. 


out doing much of any independent But this is not necessarily true as to the “life expectancy” 
hinking about causative factors. of a business. The older a business is, the greater the likelihood 


My own view is that regular cycles, 


, that there may be a shortage which has been hidden for many 
when observed in economic behavior : 
F d years by an employee and when finally discovered, may be so 
of the past, are the result of accidents : 7 Z ‘ 


and coincidence. As a matter of fact, large as to cause bankruptcy. 


the short-term and long-term aberra- One way to increase the “life expectancy” of your business 
tions of the level of economic activity is to protect it against possible serious loss due to employee 
are such that different observers can dishonesty. 


easily discover very different cycles in 
the same data. 
Thus far we have looked at a method 


WHAT TO DO 


usable by a great research organization, Our DISCOVERY BOND is protecting numerous business 

or the Federal Government in forecast- concerns from employee losses. By protecting from the time 
Cc oO - ‘ Z = re 4 

ing general business conditions. We a bonded employee may have begun to default, even though 


have also looked at methods usable by 
large business institutions or statistical 
services, 


he started to default long before the date of the bond, it can 


save your business from an abrupt and unhappy ending. Ask 





Just what methods of forecasting the | our nearest agent or your own broker to tell you NOW about 


economic future should be used by the this vital protection. 
small or medium-sized business, if it | 
does not want merely to subscribe to | 
anumber of good forecasting services, 
observe their performance, and use the 
best of them as its guide to forthcom- 
lg general conditions? 











AMERICAN SURETY GROUP 


AMERICAN SURETY COMPANY 
NEW YORK CASUALTY COMPANY 
SURETY FIRE INSURANCE COMPANY . 
“Dependable as America” 


I shall outline in a following article 
arather simple method which should, 
in the hands of almost any intelligent 


person who has good common sense 
anda certain amount of figure and ana- 
lytical ability, work well enough for 
company internal purposes. | 


“100 Broadway, New York 5, N. Y. 
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Making Pipe and Tubing 
,.. the new and better way. 


For accuracy, weld strength and fine 
finish, electric resistance-weld pipe and 
tubing are in a class by themselves. 


In one make of automobiles alone, there 
are over 1500 tubular parts—mostly 
resistance-welded. For one single item 
—shock absorbers—one manufacturer 
alone uses 14 miles of tubing per day 
—all produced in Yoder mills. 


Sizes range from 4” up to 36” diam- 
eter, for conveying fluids as well as 
for structural purposes. Design engi- 
neers are constantly finding new appli- 
cations. The demand has been, and is, 
insistently growing -—-— 


First introduced only 10 years ago, the 
new patented Yoder resistance-weld 
tube mills immediately gave a big 
stimulus to the business. Since then, 
more Yoder electric-weld tube mills 
have been sold than of all other makes 
combined. Low first cost and operating 
cost, simplicity of operation, low depre- 
ciation, dependability—are just a few 
of their many advantages. New 68- 
page book gives basic information on 
the equipment, product and commercial 
possibilities. It’s yours for the asking. 


THE YODER COMPANY 


5531 Walworth Ave. © Cleveland 2, Ohio 





COLD FORMING 


#0 


SLITTING AND 
TUBE MILL MACHINERY 
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| form with national headquarters in 





YOUNGSTERS 


(Continued from page 20) 


spective of how the company’s fortunes 
have fared), and gives the president 
and treasurer of the company a four- 
day holiday in New York. 

The Junior Achievement movement | 
was conceived in Springfield, Mass., | 
back in 1919 by the late Horace A. 
Moses, then Chairman of the Strath- 
more Paper Company. He felt that 
young people needed more than formal 
schooling to prepare them for employ- 





ment in business. Accordingly, to- | 


gether with the late Theodore N. Vail, | 
former President of the American Tele- 
phone and Telegraph Company and 
the late Senator Murray A. Crane of 
Massachusetts, he started the Junior 
Achievement movement, incorporating 
the organization in Massachusetts in 
1926. 

Originally, the movement consisted 
of a handful of handicraft clubs, with 
no emphasis on business organization 
or procedure. But in 1942, the move- 
ment was reorganized in its present 


New York, and although the young 
people are still trained in correct 
methods of producing whatever prod- 
ucts they make, the emphasis now is 
placed on giving them a clear com- 
prehension of, and sympathy with, our 
economic system. 

In each community the program is 
in charge of a local Junior Achieve- 
ment Board, composed of local leaders 
in business, labor, civic affairs, and 
education who advise and assist a paid 
staff man, the Executive Director, in 
guiding and financing the program. 

This local or District Board consists 
of a chairman; two vice-chairmen, one 
to pinch hit for the chairman, the other 
to head up fund raising activities; a 
treasurer, a secretary, and twelve other 
members, each of whom is generally 
selected for a particular ability to be 
helpful along a specific line. For ex- 
ample, the chairman appoints one 
member familiar with the local real 
estate situation, to advise on obtaining 
a suitable location for the Business 





The Publishers of Dun’s Review will 
appreciate notices of change of address. 
Usually it is necessary to have four weeks’ 
notice. Please include the old address. 


A visit to the Ritz is an adventure 
in good living . .. with the finest 
traditions of Continental service 
still maintained! 

A minute from Grand Central 
and the Airlines Terminal. 


RITZ 
Carlen 


MADISON AVENUE AT 46th STREET 
Frank L. Swadley, General Manager 
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SAVES s<00 a year in shipping room,” say 
users of Marsh Stencil Machines, Brushes, Inks! 
Electric and Hand Operated machines cut 4”, 
¥%4", 1” letters. For sample stencil, Shippers’ Hand- 
book, prices, pin this to business letterhead with 
your name, 


MARSH STENCIL MACHINE CO, 








62 Marsh Building « Belleville Ill., U.S.A. 
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AND EXPORT TRANSACTIONS 
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The undermentioned Trade Representatives and Traders in Holland are interested in establishing business relations WITH 


YOU. Direct all correspondence to these concerns at addresses given. 


This is a paid advertisement. 





ANKER EMAILLEFABRIEKEN N. V., SOEST-HOLLAND. 
ENAMEL WORKS. 

MANUFACTURERS OF ALL KINDS OF KITCHEN GOODS AND 
HOLLOWWARE. Al QUALITY. “WHITE CAT’ BRAND. 
BERCKELMANS & NIJSSEN, JAN LUYKENSTRAAT 64, AMSTER- 
DAM. CABLE: QUOTATION. IMPORTERS, EXPORTERS, 
GENERAL AGENTS SPECIALIZED FOR COMPENSATION TRANS- 
ACT. : 
¢. VAN DER BURG & ZONEN, Vlaardingen. Exporters of selected 
Dutch herrings all over the world. Agents wanted. Manufacturers of 
wooden barrels of any capacity and also of staves, headings and hoops. 
DONOR TRADING COMPANY, P. O. Box 3001, Rotterdam-N. Whole- 
salers—importers—exporters of camping, sporting, shooting articles, 
cutlery, leatherware, 

GENERAL PAPER COMPANY—Amsterdam 

Singel 194, P. O. Box 220. Cable address: Gepacy 

Paper and Board—export all over the world 

Annual turnover (1948) $6,000,000 
J.C. VAN DORP & ZONEN, Viaardingen, Holland. Cables: Vandorp 
Vetteoordskade Vlaardingen. Exporters of Holland-Herring since 1891. 
Agents wanted. 
jac. DEN DULK & ZONEN (Est. 1871), Cable 
address: “Visch.’’ Salt and smoked herrings. Finest quality. 
G. HOOGERWERE, Vlaardingen (Holland). Cable address: Egooh. 
Salt herrings. Export to all countries since 1869 
—E. HUNEUS, Baarn (Holland). Representative for Holland of Fran- 
color, Paris, and Etablissements Kuhlmann, Faris. 
INDUMEX TRADE CO., Spuistraat 210, Amsterdam. General im- 
porters—exporters, railway materials, iron, steel, industrial products, 
motors, machinery, medical furniture, etc. Representations wanted for 
tool machinery, electric and diesel motors. 
KAHA., N.V. BUTTON WORKS, HEERENGRACHT 20, AMSTERDAM. 
BUTTONS AND BUCKLES. 


Scheveningen. 


General inrporters and exporters. Iron and steel, non-ferrous metals, 
technical goods. 

V. S. OHMSTEDE, PAULUS POTTERSTRAAT 4, AMSTERDAM. Im- 
porters and distributors of tool machinery and sheet working machinery. 
Annual (1948) turnover $800,000. Seeks sole agencies for 1-A lathes, 
grinders, millers, presses, shears. Please quote prices and send 3 leaflets. 
H. ONKENHOUT, Keizersgracht 254, Amsterdam ‘(Holland). Cable 
address: HAKON. Amsterdam. Importers and exporters non-ferrous 
metals, steels, tools. hardware, etc. 

N. V. OVERZEESCHE CULTUUR EN HANDELMAATSCHAPPIJ, 
P. O. Box 85, AMSTERDAM. Importers and exporters of coffee, spices, 
shells, cocaine, kapok, and other overseas products. 

OXYDE.. N. V.. LEIDSCHEPLEIN, HIRSCH BUILDING, AMSTER- 
DAM. IMPORTERS AND EXPORTERS OF ORE. IRON AND STEEL, 
NON-FERROUS METALS, CHEMICALS, RESIDUES SCRAP, ETC. 
J. POLAK’S ENGROSHANDEL, N. V., KLOVENIERS-BURGWAL 19, 
AMSTERDAM-C (HOLLAND). WHOLESALERS, EXPORTERS AND 
IMPORTERS OF WOOLENS, COTTONS, SILKS, RAYON AND 
OTHER PIECE GOODS. 

“RENO” HANDELMAATSCHAPPIJ N. V., Gebouw Hirsch, Amster- 
dam C. Established importers and distributors of radio components, 
receivers, electric householding appliances, motors, electric hand tools, 
refrigerators, etc., invite American manufacturers to send their offers 
on basis of exclusivity. 

ROBA Metallurgische Handelmaatschappij N. V. van Baerlestraat 76, 
Amsterdam (Holland). Cable address: ROBASCRAP. Wholesale 
dealers, importers and exporters. Iron and steel, non-ferrous metals, 
ore, chemicals—iron and steel, ferrous and non-ferrous metals scrap. 
SHOE MACHINERY, electric motors, tools and all articles for shoe- and 
leather-ind. Offers to T.A.B., P.O.B. 264, ’s Hertogenbosch, (Holland). 
WALDORP RADIO LTD., Leeghwaterstrat 120, The Hague, Holland. 
Manufacturers of electrotechnic housekeeping apparatus want to get 
into touch with factories in the United States which are interested 
in co-operation for the manufacture in Holland. 





C. KORNAAT'S 
Viaardingen, (Holland). 
KWANTEN. P. O. Box 205, 
Shoe-dressings, Athlete’s Footpowder. 


MERREM & LA PORTE, N. V., Amsterdam. Technical office since 1870, 


HANDELMAATSCHAPPIJ. Established 1775, 
Export of salted and smoked herrings. 
*s-Hertogenbosch (Holland). 


Chemicals, 


ZWIJSEN & CO's Trading Co.: 
Importers and Wholesalers, 


VAN DER WOUDE & FABISCH 


. Amsterdam. Rokin 30. Wholesalers 


iron and steel. light railway material. non-ferrous metals. Wants 
to represent American mills or first class exporters. 
IJselstraat 7, ROTTERDAM. Steel 


Cable: “Favourite.” 





Center; another, perhaps the member 
of the local Board of Education, to pave 
the way for explaining Junior Achieve- 
ment in the public and parochial high 
schools, another, possibly publisher of 
the community’s leading newspaper, to 
advise on publicity, and so on. 

The Chairman and Finance Vice- 
Chairman of each District Board auto- 
matically become members of an Area 
Board, the Chairman and Finance Vice- 
Chairman of which in turn automa- 
tically become members of a Regional 
Board, 

It is planned to set up four Regional 
Offices, one each for the North Atlantic 
Region, the North Central Region, the 
Southern Region, and the Western 
Region. 

The Area and Regional Boards are 
concerned mainly with expansion pro- 
grams in their territories and are ad- 
visory rather than operating Boards. 
_Asalready suggested, the key operat- 
ing unit is the local District Board 
which obtains its Charter directly from 
the Headquarters Office in New York. 
This Charter obligates the District 
Board to operate within the framework 
of Headquarters policy and to raise 
funds for the movement locally, and 
the Headquarters Office to provide a 
long list of services, All funds raised 
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locally are spent locally, except for 10 
per cent which is allocated the Head- 
quarters Office to help defray the cost 
of the services Headquarters renders 
the Districts. 


_Growth of the Movement 


That the leaders of American busi- 
ness are becoming increasingly enthusi- 
astic over the results of Junior Achieve- 
ment in terms of its potency for giving 
the nation’s youth the correct attitude 
toward our free enterprise system, is 
evidenced by the support accorded the 
movement, by a steadily growing 
number of corporations. This support 
has grown from total annual subscrip- 
tions of $70,000 in 1942 to over $500,000 
for this current fiscal year. 

Some 5,000 firms are now subscrib- 
ing funds or sponsoring miniature com- 
panies or having one or more of their 
officers serve on a local Board of Di- 
rectors. 

Those responsible for guiding the 
movement have refrained up until now 
from an all-out effort for expansion. 
They have preferred rather to conduct 
the movement rather as a pilot opera- 
tion with a view to testing its practical 
efficacy thoroughly before attempting 
to make it national in scope. Its growth 
until very recently has been gradual: 


OcTOBER : 


Number of Number of Number of 

Miniature Youngsters Stockholders 
Year Companies Participating Participating 
be ROE ROT APT 108 1,296 8,640 
EGA ccevaseesce 249 2,988 19,920 
Witikcpencucens 342 3,888 27,360 
Wei oncasescaae 552 6,624 44,160 
194G.scccccccese 848 10,176 67,540 
1Q47ecccccccccece 950 11,400 76,000 
1948. .cccccccces 1,061 12,732 84,880 
pe Serer rer *1,410 *16,920 *112,800 


* Estimated 


But even this relatively modest pilot 
operation has exerted no little influence. 
Since 1942 it has given a correct appre- 
ciation of our ecomomic system to 
nearly 57,000 youngsters who have ex- 
plained how capital creates jobs to no 
less than the 441,600 persons to whom 
they have sold stock in their miniature 
enterprises. 

The movement’s operating proce- 
dures have been sufficiently perfected 
in this long pilot period so that its Board 
of Directors now feel justified in seek- 
ing a more rapid expansion. The goal 
is to have something over 30,000 young- 
sters participating, explaining to their 
families and friends how it takes capital 
to create jobs, and selling securities in 
their junior companies to approximate- 
ly 2,400,000 stockholders; in short to 
give a total of something under 3,000,- 
000 new persons each year a better 
understanding of the principles and 
benefits of free enterprise. As most of 
the youngsters come from relatively 
low income groups and sell their stock 
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You can work faster and more accurately with 
the Triner Allmail Scale, because the dial is at 
comfortable eye level. 

The speedy knife-blade indicator stops with- 
out oscillation, and indicates instantly and cor- 
rectly. Its hairline accuracy eliminates that 
costly “Zone of Uncertainty"’—where your parcel 
is at the border between higher and lower 
postage. 

Just ten extra 3¢ stamps saved daily is $90 
a year. You gain goodwill from customers, too, 
by eliminating all irritating Postage-Due letters. 

The Triner Allmail Computing Scales compute 
the various mail and parcel post rates, and 
Triner copyrighted charts simplify the computing 
of First Class Airmail and Air Parcel Post Rates. 
Investigate today. 


Triner eliminates costly 
“Zone of Uncertainty” , 








Many of your letters and parcels are near the line for 
extra postage. Either you risk making your addressee 
pay ‘postage due’ or you add extra stamps. Only 5 
extra 3¢ stamps a day cost you $45 a year! Triner 
Scales eliminate this costly ‘‘Zone of Uncertainty.” 
The U. S. Post Office uses more than 190,000 Triners. 
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CLIP THIS COUPON TODAY AND MAIL 


I 
Get the full facts... at no obligation. Write | 
TRINER SCALE G MFG. CO., Dept. D-1, 


I 
| 
; 2716 West 2ist Street, Chicago 8, Illinois 
| 
| 
| 
| 
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to these groups—toward whom, of 
course, most subversive propaganda is 
directed—the clearer understanding 
these adults gain of why any business 
—even a kid’s business—needs the hope 
of profits to attract capital and capital 
to create jobs, is gained right where 


it is most needed. 


Junior Achievement has slowly ex- | 
panded as cautiously geographically as | 


in the number of its installations. 


In 1942 miniature companies were | 


operating only in New York, Pitts 
burgh, Chicago, northern New Jersey, 
and Middletown, Ohio. 

By 1945 Atlanta, most of Connecti- 
cut, Dayton, Houston, parts of Indiana, 
most of Massachusetts, New Orleans, 
New York City, St. Louis, and Mil- 
waukee were also serviced. 

By 1948 Junior Achievement was also 
in northern and southern California, 
Colorado, Rhode Island, Michigan, 
Missouri, upper New York State. and 
Pennsylvania. 

But expansion plans for 1950 call 


for a truly national operation. Tocarry | 


out their plans will require additional 
business support. 


Start One in Your Community 


Extensive studies have been made of 
the potentialities of Junior Achieve- 
ment in communities of varying size. 
Experience tested plans have been per- 
fected for inaugurating the movement 


in different size communities. But 


whatever the size of the community, | 


to initiate the movement generally re- 


quires the formation of a group of 
from ten to twenty business and civic 
leaders willing to give the movement 
their support. 

The Expansion Department in the 
Headquarters Office is equipped to 
render very practical assistance to any 
such group or to any leading individual 
interested in forming such a group. 
Just drop them a line about what vou 
would like to do, addressing your com 
munication to Expansion Department, 
Junior Achievement, 345 Madison Ave- 
nue, New York 17, N. Y., and they 
will be eager to give you every as- 
sistance. 

This article by no means tells the 
whole story of Junior Achievement. 
The deeper I have looked into this 
movement, the more I am amazed and 
impressed both by the ramifications of 


REVIEW 62 OcTOBER 





CORD 

DOES YOUR RE 

STORAGE ROOM LOOK 
LIKE THIS? 











> PREFAB WOOD SHELVING 
It can—with LIBERTY Prefab Wood Shely- 
ing. No buying lumber—no hiring carpenters 
—anyone can Set it up without the use of 
tools—and it is portable. LIBERTY Prefab 
Wood Shelving has an advantage over 
permanent carpenter built shelving in that 
it may be taken apart and set up in a new 
location in a few minutes. 

A unit contains 6 shelves 42” x 24” and 
stands 84” high with 12%” clearance be. 
tween shelves. Extension units available, 
Write today for New Catalog of 
Record Storage Products, Circular 
and Prices on Liberty Prefab Wood 
Shelving. 





FREE 
CATALOG 











BANKERS BOX COMPANY 


Established 1918 
720 S. Dearborn Street, Chicago, Ili 


NOW IN OUR 28th YEAR! THE ORIGINAL 











No. 3 Postcard 
and Shipping 
Tag Outfit 


$4959 f.0.b. 


factory 


COMPLETE 










“IT PRINTS 
ANYWHERE” 


Prints 1,000 or More Clear Copies 
From One Stencil, One Inking 


Ideal for marking, addressing, postcard duplicating 
Permits quick change in wording. Just type, wilt 
trace or draw sketches on the stencil, snap it on, and 
print. No moving parts, of non-corrosive METAL, lasts 
indefinitely. Prints up to 19 lines of type 5'4” long 
Replaceable ink pads. Portable, non-mechanical. Wit 
supplies in handy, durable case. Other outfits $9.50! 
$99.50. Write for FREE FOLDER. 


At Your Office or Shipping Room Supply Deal 


1949 




















its program and by the systematic way 
the program is being carried out. 

Perhaps one of the truest measures 
of the effectiveness of a dynamic move- 
ment like Junior Achievement is the 
degree to which it arouses the ire of 
its opponents. The only attacks ever 
made upon Junior Achievement have 
come from the Communists. These 
attacks are frequent and virulent. For 
Junior Achievement is spoiling the 
Communist’s game. 


MANAGEMENT 


(Continued from page 15 


Some program directors acknowl- 
edge that such pitfalls are latent, but 
claim that awareness of them cancels 
half the danger. Moreover, they feel 
that all such questions can and should 
be met, not by-passed. Consider the 
problem of promotions, for example. 
Some program heads say that there are 
alot of ways, other than straight pro- 
motion, to foster and reward executive 
growth. Even financial rewards are not 
the strongest forces motivating men in 
business. 

Their recommendation is: 
make your development program work, 


“Both to 


and to assure that its fruits do not turn 
sour, a study of human motivation is 
essential. You can not spoon-feed men, 
nor force them to grow. Nor can 
you blithely assume that conventional 
methods of reward will satisfy their 
cravings for recognition, the feeling of 
being needed, and so on. You cannot 
cut men out on cookie-patterns. You 
must equate your executive needs with 
human nature, not vice versa.” 

This problem of motivation is a big 
order, but there are other questions to 
be answered, too—some of them per- 
haps even more important. Some com- 
panies are finding that taking a long, 
hard look at executive performance 
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Is there 
a map of the U.S. 
on your office 
wall? 


If so, let’s take a serious look at it. 
Big country, isn't it? Too big, in 
fact, to successfully serve it all from 
one single location. 


Now look down to midway of the 
eastern half, That's Tennessee. Note 
how it extends from the Appa- 
lachians to the Mississippi and is 
equidistant from the Great Lakes to 
the Gulf. Logically situated for dis- 
tribution points to the fast growing 
markets in both the Southeast and 
the Southwest. 


Possibly your map doesn't show the 
network of highways for trucking or 
the air-express or railway express 
routes for quick deliveries and the 
three major river systems for low- 
cost transportation of raw or heavy 
materials, 


Send for detailed information on 
the advantages of a Tennessee loca- 
tion for quick deliveries and short 
haul, low-cost transportation. Ask on 
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Industrial Section 
DIVISION OF STATE INFORMATION 
117 State Office Building 
Nashville 3, Tennessee 








TENNESSEE 


Proven in both Production 
and Markets. ase 




















Dun’s REVIEW 


social responsibilities, have produced 
profound changes in management. 
Gradually, managerial techniques are 
shifting from control by edict, to co-op- 
eration through participation. Gradu- 
ally, the structure of management is 
moving from a mechanistic, authori- 
tarian framework, to a socially-organ- 
ized democratic unit. The old-time 
autocratic “do as you're told” executive 
is fading rapidly, his power whittled 
down by growing management aware- 
ness and union ;xessure. To-day con- 
sultative management is practised on 
every level more widely than manage- 


ment itself realizes. 
Success Rests on People 


Some personnel men feel that get- 
ting top management to examine its 
own world objectively is probably the 
most important early step. For as it 
examines its society, management must 
realize that its success rests on people, 
not systems or machines. 

This explains why effective manage- 
ment, which concerns itself with get- 
ting action through people, is more- 
and-more interested in executives who 
combine technical excellence with hu- 
man social skills. 

Companies struggling to upgrade ex- 
ecutives are sometimes surprised to 
realize just how important the social 
and psychological factors can be. They 
find that it is relatively easy to give ex- 
ecutives technical skills. The real prob- 
lem is—how do you get them to initi- 
ate, to delegate, to seek, and accept 
responsibility? It does no good simply 
to get intellectual acceptance on these 
fundamentals of sound executive per- 
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formance. The real poser is—how do 






. you get men to act; to practise these 

) things every day, on the job? 

ble! One chastened program leader thinks 

‘ he has a line on the answer. He says: CA NA DA’S 
‘ “There is only one real answer. You 

ND, have got to establish a ‘climate’ or work- 


eo ing environment which really encour- OIL FIEL DS 
ages men to act without fear. We have 

. learned the hard way that it is not easy 

to change the habit patterns of men mn 
over 30. We know now that nothing | 
can influence executives like the be-| e=eel\||||l||e as eee ee ee ee eee ee ee ee oe 
havior of their leaders. Consciously or | 
unconsciously, we are all adaptive. The 
values, attitudes, and actions of the top 
men in any company automatically per- | 
meate the entire executive structure. At 
first we wanted only an okay from top , | 
management to go ahead. Now our | | 
whole program starts at the top, with | HHH 
active top management participation. HHH 
For unless the leaders set the right ex- HH Out in Western Canada, The Royal Bank of 


7 a 4 e e = > 
maps. wee camenee et ane pong: dorm . Canada is known as the “R-Oil.” We have been 
the line to practise what we preach. 








operating in Canada’s western oil fields since 





. What Is Needed? 

5 ; ; | HII the earliest days of development, know the 

, Another key factor in shaping an ef- HII ) P , 

| fective executive development program IIH oil fields and the men who work them. Branches 


lies in answering the question, “Exactly HIHII| . 
ae le a at HATH of the Royal Bank serve directly the Turner 
what is needed?” Along what lines | HHI 
should the development program pro- Hi11)1) Valley, Leduc, Woodbend and Redwater 
gress? Basically, this is an individual Wil ia a 
’ vee HTH Oil Fields. 
company problem. Each organization HN 
has its own peculiar needs, strengths, ; HHI , : 
WY From long experience and a well-organized 
— and weaknesses. The same is true of Wit] 
\ | cach executive. An effective executive HiHHH department of information, we can provide 
development program must be tailor- 
made to these individual needs. 


| | 
Despite this truism, the one general | tions, taxation, customs, royalties, incorpora- 





information on foreign exchange control regula- 








J 
) complaint voiced against most lower- i] ; : ees : ; 
Pcie Sea: . HH] tion, production records, immigration regulati 
2 level executives is—lack of perspective. HHI] ‘? i 8 gees, 
1 kes . WH ° P 
: The most common criticism voiced | WA conservation controls and new fields of exploration. 
. against the second team is, “They can’t | 


i| 

see the forest for the trees.” Hi 
“T have four department heads who HI 
do a fine job as such, but they can’t | HI 


Whatever your interest in Canada’s oil fields, 
write today to: E. B. Durham, Supervisor, 
The Royal Bank of Canada, Calgary, Alberta, 











: seem to get beyond their own narrow | | i} 
— departmental interests,” said one execu- Hull 
tive. “I have other men who are so Hl 
¢ specialized that they just can’t move up | Hh T | i= 


and take over a job which requires a | 


re broad ‘view’.” 
d Granted that this is true....Why? CANADA’S “OIL” BANK ® re) ¥ A iL 


And what can management do about 


* it? 55 branches in Alberta, the “oil 
. ; : province. Over 720 branches in Ca- 8 A ot ig 
| Core of the problem is the nature of ee the Vek Gade ened mae 
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—the executive who sees the broad pic- 
ture. Linked to this is the fact that 
some United States businesses have 
long selected their leaders on a crisis- 
point basis. This means that com- 
panies faced by a short-term crisis in 
any one field (such as production or 
sales), have hastily reshuffled their top 


organizations and thrown a specialist | 
As a result, while the | 


into command. 
another 
one is often created if the new company 
head concentrates on his special field, 


neglects other areas. 


immediate problem is solved, 


Not Encouraged to Ask Questions 


Another reason is the old problem- 
lack of communication. Management 
to-day is doing a pretty good job on 
vertical communications, but laterally, 
among its own team, the lines are not 
in very good shape. Many younger 
executives claim they lack broader 
understanding of their company’s over- 
all operations simply because there is 
often no way they can find out what 
goes on. No formal communication 
and they are not encour- 
aged to ask questions or look around 
outside their own area. 

Some aspects of the “specialist” prob- 
lem go even deeper. Our educational 


channels exist, 


system, for ex: imple, pl. isan import: int 
part in the nature of the raw executive 
material it supplies. 
there seems to be little evidence that 
institutions of higher learning are be- 


Strangely enough, 


“ 


coming = vast, 


tories.” 


vocational-training fac- 
The Society for Advancement 
of Management notes that “while 40 
per cent of college graduates enter busi- 
ness, only 8 per cent have any education 
in business beyond one or more courses 
in economics.” 
specialization here! On the other 


hand, most business courses are too 


theoretical; they tend to stress what to 
think, rather than Aow. Most impor- 
tantly, they fail to show the intricate 
intermeshings inherent in any well- 
organized business. 

In the final analysis, how does the 
whole picture fit together? “Listen,” 
said one tough-minded executive. “] 
only want to know one thing. Tazs 
‘executive development’—does it add 
up—will it pay off?” 

On a short-term, cold-cash, dollars- 


and-cents basis, no sound personnel 
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Hardly a case of over- | 
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man would give a quick “yes.” But 
those who see the real forest, the picture 
beyond the scope of each individual 
company, think it might be one of the 
key answers, if we are to avoid a man- 
aged economy. 

One of these is Donald David, a di- 
rector of R. H. Macy, American Maize 
Products, General Electric, the First 


National Bank of New York, and Dean | 


ofthe Harvard Business School. Speak- | 


ing in New York City recently, he said, 
“We face a long, continuing struggle 
throughout the world. The ideas op- 
posed in this struggle find their expres- 
gon in a conflict of systems. The test 
of these systems lies in their effective- 


ness for attaining human satisfactions. 


An Administrator’s Abilities 


“Let us look at the business man’s 
part in this process. What kind of 


person could meet the task outlined? 


“1, The good administrator must | 


have the ability to get other people to | 


work effectively. This means he must 


select people carefully and so organize 


; their jobs that they will have a willing- | 
ness, even a zest, to work, 
- “5, He must develop the art of mak- | 


a IN 


ing sound decisions quickly. 


“2. He must have an instinctive ac- 


ceptance of responsibility, not only | 


toward his own company and industry, 
but also toward the community, the 
nation, even the world. 


“4. He must seek to understand the 


economic, social, and political forces | 


that shape the environment within | 


which he operates. He recognizes that 


there are weaknesses and deficiencies in | 


the structure. He knows that freedom 


of enterprise is a dynamic and, there- | 


fore, almost by definition, a changing 
concept. 

"5. Finally, the competent business 
man must direct his efforts toward 
certain purposes or ideals. He must 
furnish society with material satisfac- 


tion. To do this, he must be a maker of 


jobs and, therefore, a maker of profits. | 


In the making of profits, he must not 
be a slave to the annual financial state- 


ment, but must take the longer view. 
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Equally important, he must seek to 
Promote the spiritual values which 
alone give meaning and purpose to 
avilization.” 


Summed up, the outlook is encour- | 
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developing men of the stature outlined 
above is something else. But the fact 
that the problem is getting more atten- 
tion is heartening enough in itself. Be- 


| cause executive development obviously 








cannot be achieved overnight, it will 
be some time before the success of the 
various programs can be measured ac- 
curately. But to those who view the 
nation’s executive cadre as one of the 
most influential groups in the world, 
the trend towards improved executive 
personnel administration is promising. 
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WHOLE-PRESERVED 
Louisiana 


STRAWBERRIES 


Many people say that Tasty Brand Lou- 
isiana, Whole-Preserved Strawberries 
are the best they ever tasted. Luscious, 
Whole Louisiana Strawberries, open- 
kettle cooked to just the right consis- 
tency, in small batches, under careful 
control and supervision. No artificial 
coloring—no pectin—just Whole Straw. 
berries and Granulated Louisiana Cane 
Sugar. Packed in a convenient, family- 
size wooden pail that holds 5-lbs., net. 
The empty pail makes an attractive jce 
bucket. An ideal gift! Shipped prepaid 


anywhere in the U. S. for $4.75. /Mail 
us your gift list. 
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3625 Tulane Ave. New Orleans 19, la 
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Strenuous exercise, this treading the tricky 
“tight-rope” margin between costs and profits. 
It can take a lot out of a man—and out of his 
business, too, unless he maintains the proper 
balance. 


Complete, up-to-the-minute facts and figures can 
do wonders towards making this margin wide 
enough for firmer footing. 

You need today's data today to plan successful 
Strategy .. . to make those vital decisions that 
keep your feet on solid ground. 
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That’s why it’s so important that you have the 
right figuring and accounting machines—and 
enough machines in your office. 


Modern Burroughs machines will produce the 
facts you need when you need them. Mechanizing 
your office with Burroughs will also help you 
reduce overtime and eliminate the necessity for 
costly temporary help. Why not talk it over with 
your Burroughs man today? Burroughs Adding 
Machine Company, Detroit 32, Michigan. 
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You Know Him 
By His Letters! 


Like countless executives, he’s as particular 
about the typing appearance of his letters 
as he is about his personal grooming and 
the appearance of staff members to whom 
he entrusts important contacts. Yet there 
are many executives, just as meticulous, 
whose letters create a directly opposite im- 
pression because of messy, mediocre typing 
due to “cheap”, inferior ribbons. 


Get all of the advantages of superb typ- 
ing, plus substantial savings by purchasing 
Columbia branded ribbons and carbons on 
performance-cost”, as against the inferior 
writing of cheaper, competitive products 
bought on “price’’! Columbia savings are 
reflected in reduced long-range purchasing 
expenses; in efficient, crystal clear writing 
and records. 

Measure the output quality of the writing 
machines in your office on a comparable 
basis to the way you measure the quality 
production of the machines in your plant. 
For top performance of today’s high invest- 
ment adding, billing, bookkeeping and tab- 
ulating machines, teletypes and typewriters, 
specially-suited Columbia Ribbons and Car- 
bons are a “must”. 


Fill in the coupon below or write 
on your letterhead for a copy of 
Columbia’s ribbon and carbon use 
survey, check list and details of low 
performance cost Columbia Ribbons 
and Carbons for all typewriters and 
business machines. 


Columbia 


MANUFACTURING CO., Inc. 
Main Office and Factory, 
Glen Cove, Lt. I., N. Y. 

Dealers and Service Offices In All Principal Cities 
Columbia Ribbon & Carbon Mfg. Co., Inc. 
Glen Cove, L.I., N. Y. D-10 
At no obligation please send your purchasing 
check list on Carbons and Ribbons. 


RIBBONS & 
CARBONS 
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